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WwW: WISH to express the 

WW vpreciation of the Filit 
organization to the loyal Flit mer- 
chants and distributors every- 
where, who have cooperated so 
wholeheartedly in displaying Fit 
in their stores and in making 1928 
the largest year to date in Flit sales. 
We pledge continued support in 


Pas 


a 


2 9 


1929! The Flit Soldier, now on 
the can and the sprayer—will be 
even more popular than ever. The 
Flit Soldier links your store with 
the nation-wide 1929 advertising 
campaign and readily identifies it 
as Flit headquarters in your neigh- 


borhood. Stanco Distributors, Inc., 
2 Park Avenue, New York City. 
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© 1929 S. D. Inc. 
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From this isolated 
spot in the Antarc- 
tic Ocean, Com- 
mander Richard E. 
Byrd and his asso- 
ciates begin their long ex- 
ploration into and over the 
unknown wastes surrounding 
the South Pole ... On 
this perilous two-year adven- 
ture, ships and planes must 
staunchly weather _ terrific 
punishment under conditions 
far from normal. Should they 
fail, precious lives and the 
success of the entire expedi- 
tion may be seriously en- 
dangered We count 


Assortment of GT D tools 


it an exceptional tribute to 
@TD quality and dependabil- 
ity that @TD tools were se- 





World Wide Photo 





Antarctic Expedition reaches Bay 
of Whales..-Supplies include large 


ets 
Basr/ 


lected for the main- 
tenance and repair 
work upon which 
depends—to quite 
an extent—the suc- 
cess of the Byrd Antarctic 
Expedition. 


The splendid reputation of 
GTD tools has built a con- 
sumer acceptance which 
makes them astonishingly 
easy to sell. And by concen- 
trating your small tool pur- 
chases,—with @TD as your 
source, you save time and 
money, both in buying and 
selling. 




















New York: 
15 Warren St. 


Chicago: 
13 Se. Clinton St. 


Detroit: 
228 Congress St., W GREENFIELD, MASS.. U.S.A. 





Canadian Plant: 
Greenfleld Tap & 
Die Corp. of Canada, 
Ltd., Galt, Ontario 
H. A. Jan. 17, 1929 
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SHOW 

YOUR 
MERCHANDISE 
“WELL” 

IN 1929 

—on Warren 
“Sho-well” Dis- 
play Tables. Watch 
your sales soar to 
new heights. Backed 
by many decades of 
quality reputation 
and experience, this 
brand new line is the 
sensation of the fixture 
field. Values alone 
speak more plainly 
than any line whose 
story you have heard. 
New features just de- 
veloped are presented 
for the first time. 
Priced at a new low level 
that will please you. 

Get full details, if your 
store can profit by im- 
proved displays and mod- 
ernized equipment. The 
coupon will bring full in- 
formation about Warren 
Fixtures and Sho-Well Dis- 
play Tables. Check and 


mail the coupon. 


J. D. Warren Mfg. Co. 
208 West Washington Street 
Chicago, Illinois 






















“SHO-WELL” 
Display 


J. D. WARREN MFG, CO. 


SEE IT 

AT THESE 
CONVEN.- 
TIONS— 


The Warren “Sho- 

well” Line will be 
exhibited at the fol- 
lowing: 


Western Retail Implement and 
Hardware Association Conven- 
tion and Exhibition, Kansas 
City, Mo., Jan. 15, 16, and 17, 
1929. 


New York State Retail Hard- 
ware Association Convention 
and Exhibition, Rochester, Feb. 
5, 6, 7 and 8, 1929. 


Pennsylvania and _ Atlantic 
Seaboard Hardware Association, Inc., 
Convention and Exhibition, Commer- 
cial Museum, Philadelphia, Feb. 12. 
13, 14 and 15, 1929. 


Michigan Retail Hardware Associa- 
tion Convention, and Exhibition. 
Detroit, Feb. 5, 6, 7, and 8, 1929. 


Illinois Retail Hardware Association 
Convention and Exhibition, Chicago, 
IIL, Feb. 12, 13, and 14, 1929. 


Ohio Hardware Association Conven- 
tion and Exhibition, Cincinnati, 
Ohio, Feb. 19, 20, 21, 22, and 23, 
1929. 


Southeastern Retail Hardware and 
Implement Association, Atlanta, Ga., 
May 14, 15, and 16, 1929. 


208 W. Washington St., Chicago, Il). 


We want to know more about Warren 


Lables is Fixtures, Display Tables, etc Please 


send us: ; 

(J “Sho-well” —§ Dis- (] Warren Fixture =! 

play Table Folder Catalog t 

{J Information Sheet [] Nail Bin Counter |! 

Send the for Suggestive Folder 1 
Floor Plan 4 

Coupon 
for rs Name ; 

: SIGE DEE ho oo ad Cee R eR eae obs Cen e ' 

Details Oy EN) a a re ea NCE ETE CHE 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving 


Sh ig IN LTE LIE VEO fl PLB "PG: 


Gee===[,00k for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg.Co. 


Manufacturers of 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York Citv Georgetown, Conn. Kansas City 
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It’s Hard to Beat 


a Man at His Own Game 


BY 
E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 


You may have heard the story about the man who preferred an airedale to any 
ether dog, and when asked why he replied: “Well, you see, an airedale can do anything 
any other dog can do; then he can turn around and lick the other dog.” 

I can’t help thinking that this same logic applies in 
the case of the countless thousands of mechanics who 
have stuck to Clover Grease-Mixed Grinding and 
Lapping Compound for the past twenty-five years— 
for surely, the old reliable Clover, used everywhere 
throughout the entire world, asks no odds of anyone— 
it doesn’t have to. It can literally do anything any 
other abrasive compound can do—and, with due modesty, | delians it can “lick” any of 
them when it comes down to real honest-to-goodness work and reliability. The fact that 
we have been able to sell some 50 million cans of Clover 





in the past twenty-five years—that we are selling more 
to-day than we have ever sold before—is a good enough 
recommendation for most folks. 

If you haven’t used Clover Compound, I’d like to 
AS) send you a large sample with my compliments, as I 
know, from personal experience in the shop, what it 


Gyromialy on well ae will do, and I want you to know also. 


qos, ; We make Clover Water-Mixed Hi-Speed Valve- 


Grinding Compound too. If you want a sample, just 
mention the fact, and it will come along in the same 


package. 








E. B. GALLAHER: 
CLOVER MFG. —- NORWALK, CONN., U.S. A. || Clover Mfg. Co., Norwalk, Conn. 
Send Samples checked + 


SINCE 1903 |, Clover GREASE-MIXED Grinding E | 
| and Lapping Compound . 


|| Clover WATER-MIXED Hi- oad 
__Valve-Grinding | Compound ._ 














SAND PAPERS 
METAL CUTTING PAPERS AND CLOTH 
AUTOMOBILE NICKEL PASTE 
METAL POLISHES 
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CLOVER GRINDING AND LAPPING COMPOUNDS | 
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HERMETIC 


PADLOCKS 
High Quality 
Low Price — Big Sales 







: The New Features 


in these nationally advertised Yale Hermetic Padlocks of 
pin-tumbler construction greatly increase their saleability. 


They Resist. 


DRILLING HAMMERING PRYING 












ote eecAl® x 





ares 
yer gs 





All discs are made of speciall Sturdy, rust proof cases. Nos. 724 Edges of the cases have been bie 
selected steel of our own specifi- and 726 are made of the highest materially enlarged and turned A 
cations and analysis, hardened to ade malleable iron to resist over the discs making it practi- ee 
resist drills. Nos. 724B and 726B aeellver v0 Nos. 724B and cally impossible to pry discs from a 
have polished bronze covers over 726B are made of cast bronze. the cases. Bee: 
the hardened steel discs. fe x 

HARDENED STEEL SHACKLES embody great strength and resisting quali- Fi 

ties. They are finished in blue lacquer —impervious to rust. CAST BRONZE a 










CYLINDER of pin-tumbler construction is used in all Yale Pin-tumbler Locks. 


i 
hae 
es es 


r3t 
Ray 








No other padlocks offer so much for so 
little. Stock and display them. You can 
readily get the suggested turnover and 
assure yourself liberal profits. 





: ” . 724, 1%" ble i 
No. 725, 2%” Matteabie iron | The Yale & Towne Mfg.Co.,Stamford,Conn.,U.S.A. | Me. Suggested Retalt Price, 
726 7 i _ J $1.85 each.—No. 724B, 134” 
Canadian Branch at St. Catharines, Ontario Cast bronze case. Suggested 
Retail Price, $2.25 each. 


case. Suggested 
$2.09 each.—No. 726B, 2% 
Cast bronze case. Suggested 
Retail Price, $2.50 each. 


<a YALE MARKED IS YALE MAD 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Standardize on 
U.S. Poultry Fence 
3 


©Then Watch 











US. 


<r) Your Profits 





Two-inch Mesh 


One-inch Mesh 


is the guess out of Poultry Netting Sales! 
Cut down your inventory! 
Increase sales and profits! 


Standardize on U. S. Poultry Fence---the orig- 
inal straight line netting! 


U. S. Poultry Fence is the only netting on the 
market today which fulfills every requirement 
and meets every demand of all buyers. 


Dealers everywhere find it easier to stock and 
handle; easier to sell. Its neat, compact rolls 
occupy about one-third less space than the 
average. It rolls out flat like carpet; cuts 
quickly, easily and without waste. 


NOTE: U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If you are not familiar with the 
— and construction of this superior netting, let us send you 
FREE a miniature sample roll. Please address, Dept. HA, 


Indiana Steel & Wire Co., 
Muncie, Indiana 








Its superiority discourages price competition, 
creates more sales, earns substantial profits. 


Each year more and more dealers sell U. S. 
Poultry Fence exclusively. They have found 
they can reduce inventories, do a greater vol- 
ume, and build permanent repeat business by 
concentrating on this fast-moving line. 












You, too, can increase sales by 
standardizing on U. S. Poultry 
Fence. Try it this 
year and watch 
your profits grow! 


42 Inch Mae 


- 
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All 
Standard 
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“The Netting Shat Stands€y 
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SARGENT 


on locks, tools and hardware 
is recognized as a sign of 
QUALITY 


Dee eee 


Your hardware customers must have faith in the articles 
they purchase—in the excellence of the materials and in 
the precision with which they are manufactured. Neces- 
sarily, they must depend upon the general reputation of 
the manufacturer, and upon your recommendation as a 
dealer. 

Over a period of many years Sargent reputation has 
been built up by following only the very highest principles 
of manufacture. To your customers generally ‘Sargent’ 
on any article—whether a padlock or a plane, a door- 
closer or piece of builder’s hardware—means that it may 
be bought as the fullest value for the money. It can be 
depended on to be what it seems and to do what is 
claimed for it. 

The well-established Sargent reputation is valuable to 
you. It makes sales easy and stamps you as a dealer of 
high-grade articles. Sargent & Company, New Haven, 
Conn.; 94 Centre Street, New York; 150 North Wacker 
Drive (at Randolph) Chicago, IIl. 


Pn | anne cammemall comme cael ace oa Oe Sent 


SARGENT 


LOCKS & HARDWARE 
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GF Allsteel Shelving is rigid 


—as only steel can be 


GF ALLSTEEL Shelving 
may be assembled in as 
large or small units as you 
desire and without using 
special tools. Material may 
be stored so compactly that 
10 to 30 per cent more 
storage space is available. 
Easier visibility facilitates 
stock keeping. 


Built of fire-resistant steel 
— adjustable, moved or 
altered without loss—a 
permanent asset. 


A copy of our book ‘‘Sav- 
ing with Shelving’’ will be 
a great help when plan- 
ning any kind of storage 
space. Just send us your 
address. 


THE GENERAL FIREPROOFING COMPANY 


Youngstown, Ohio 


In Canada, Toronto 


Branches and Dealers in all Principal Cities 








SHELVING 


The GF Allsteel Line: 
Safes 
Filing Cabinets 
Sectional Cases 
Desks 
Tables 
Shelving 
Transfer Cases 
Storage Cabinets 
Document Files 
Supplies 


YOUR FIRM LETTERHEAD HA 


THE GENERAL FIREPROOFING CO. 
Youngstown, Ohio 


Please send me without obligation a copy of 
your book “Saving with Shelving.’ 


Name 





Firm 





Street No. oes 





City State 











yommanwmummATTACH THIS COUPON FO minmnenammeimn 





Eee 

















ecommend ACCO 


Recommend ACCO Electric 
Welded Steel Loading Chain 
for all types of hauling where 
great strength and light 
weight is desired. Each link 
is uniform in strength and 

size, electrically welded and 


furnished in a highly polished 
bright finish. 





AMERICAN CHAIN COMPANY, Inc. 
Bridgeport, Connecticut 





x 


-ACCO 








Chain 
Specialties 
sng Chains 

ro 


Sash Chain 
tod Lea Kennel Chains 
Wao in, Welded and 
Bi at Safety 
Chain 


1g or Bends 


Well Chain 

Trace Chains 

Heel Chains 

Butt Chains , 
Breast Chain 
Halter Chains, etc. 


STEEL LOADING CHAIN 


} 


| 
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LADDERS 
FOR 
o 
PAINTERS 
MACHINISTS 
MILLWRIGHT 


CARPENTER 
FARMERS 


ROOFERS 


















































HOUSEWIVES, ET 
We Payfreigh 




















W.W, BABCOCK Go, 
| Bath, No 
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Here’s a New Idea 
for Brush Displays 


that enables you effec- 


tively to show paint and 
brushes together 


ewan the attention-compelling value of these four happy, busy 
little cut-outs in your store and window! Each one is brilliantly 
done in four colors. In each the genial little cartoon figure is at work 
on a different job, suggesting the use of different painting material 
and the appropriate Adams brush to apply it. Your customers, wom- 
en as well as men, cannot fail to be attracted pleasantly by these 
lively little business-getters. 


Displays Paint and Brushes Conveniently 

Moreover, the unique design of these displays permits you to dis- 
play paint and brushes together. Simply slip a can into the base as 
provided, and attach an appropriate Adams brush. The group of 
four cut-outs provides a stunning set-up for your leading paint, var- 
nish, enamel and lacquer, and as many kinds of brushes. 

You'll find a thousand and one uses for these dual-purpose dis- 
plays that sell both paint and brushes. They are so moderate in size 
they fit in easily on your counters and tables. And in the window, 
they stop the passer-by because they are so colorful—and so different. 


Free to Adams Retailers 


These four colorful displays are offered Free to help retailers cash 
in this Spring with Adams brushes, which for over a century have 
been the highest quality in tools for householder and professipnal 
trade, and today represent their greatest value. 


Your Jobber can tell you how to secure these new displays, 
and the fast-selling Adams brush to sell with them. Ask 
about them Now, or write Whiting-Adams Co., 695 Harrison 
Avenue, Boston. Use the coupon. 










Warrinc-Apams Co., 
695 Harrison Avenue, Boston 
We're interested in your cartoon cut-outs for display- 
ing Adams brushes. Please see that we are supplied. 
We buy our brushes from 





















ENAMEL — and the Adams Brush 
A Cut-out that reminds your automobile- 
owning friends that they can do a job eas- 
ily and handsomely with your enamel and 
an Adams brush 








PAINT — with Adams Brushes 
Whether your customer is a painter or just 
an amateur, this big brush and paint dis- 

play will get attention. 


VARNISH — and 
an Adams Brush 


Suggesting the 
satisfaction of a 
good varnish job, 
with your mate- 
rial and an 
Adams brush, is 


the mission here. 





LACQUER — and an Adams Brush 
for Women 
You'll find it profitable to make this 
special appeal to women. Make them 


feel at home in your store with spe- 


cial paint and brush service. 
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“All Is Not Gold 
That Glitters’’ 


LL Tubu ar and Clinch rivets may 
look alike in so far as they are all 
made of metal and bear a certain re- 
semblance in form and finish. There 
is, however, a marked difference in the 
metal itself, to say nothing of the work- 
manship and finish. We have manu- 
factured Tubular and Clinch rivets for 
over fifty years. We know that rivets 
of equal grade cannot consistently be 
sold for iess than the prices at which 
our line is offered. 








Pacific Coast Representative, 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


——— by the keenest 
buying brains in the country 





TUBULAR RIVET & STUD 
COMPANY 


BOSTON 






‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 
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GRAY-WICK 
has a pleasing 
GRAY Color 


12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


All brands of Wickwire Brothers 
Screen Cloth will be furnished 
this season in rolls of one piece 
each, also all brands will be furn- 
ished, in addition to 100 lin. ft. 
rolls, in 50 ft. and 25 ft. length 
rolls, without extra charge. 


Your Jobber 


[sTA@trsMEeo 18673 


GRAY-WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


Weigh the Roll and 
Compare the Weight 


Every roll of GRAY-WICK Steel Wire Screen 
Cloth is made from FULL GAUGE WIRE. 


The 12 and 14 mesh cloth is made from No. 
33 gauge wire each way of the cloth. Watch 
out for cloth in which No. 34 gauge wire is 
substituted in place of No. 33 gauge wire 
one way. 


This substitution makes a difference of ap- 
proximately 10% in the weight. You can 
usually detect it by comparing the weight of 
GRAY-WICK with competing brands. 


But FULL GAUGE WIRE is only one reason 
for GRAY-WICK preference. GRAY-WICK 
is produced from rust-resisting Open Hearth 
Steel made in our own furnaces. The wire is 
drawn in our own mills. Every operation 
from raw material to finished product is done 
under our own supervision. 


To add to its life GRAY-WICK carries an 
extra heavy electro zinc coating enameled 
with transparent varnish. ‘Life insurance” 
is built into every roll. And every roll is 
backed by 50 years of experience. 


will supply you = ‘B ROTHER 
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N line with modern 
hardware retailing, 
Lupton has developed a Dis- 
play Table which makes mer- 
chandise itself the catalogue of 
your stock. It not only embodies 
the dimensions and arrangements 

recommended by the N. R. H. A., but 
also has the great advantage of lasting, 
space-saving and economical steel construc- 
tion. Already, merchants who have installed 
Lupton Steel Display Tables have increased turn- 
over of low-priced stock from 25% to 500%. 























partitions. The 


space below top is for 
display ofenamelware, 
ails, jugs and other 
arge specials, Rear has 


Display Table 


This table is an ideal combination of dis- 
play, storage and fixture value. Each table 
displays 54 items on top and stores 
reserve stock below. Arranged in 
batteries of six with ample aisle 
space between, Lupton Tables 
set off your goods, attract trade 
and make sales easy. Get 
full details in Catalogue 
No. 913. Write for a 
copy today! 
David Lupton’s Sons 
Co., 2211 E. Alle- 


gheny Avenue, 
Philadel phia. 
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lasting 
service 


NESCO 
WARE 





Senkary 
Poultry 
Fountains 






Seamless 
Milk Strainers 





Coolers 





i 
a 
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Seamless 
Refrigerator 
Pans 









ane Seek eeemeent oat ants in selling metal 
that keeps customers more than satisfied. You can 
depend upon Nesco quality, and the line is complete. 


Spring will soon bring the demand for watering pots. 
Let quality be the feature of your line with Nesco. Hot 
galvanized — every edge is coated — seams filled and 
trimmings sealed. Zinc rose — non-rusting. Made in 6 








Removing the rose from the 8, 10, 12 and 16 quart sizes 
converts sprinklers into handy automobile g cans. 
Specify Nesco, the nationally advertised Trade-Mark. Costs 
no more. Send for copy of our new general Catalog No. 42. 
When in New York or Chicago visit our di rooms — in 
New York 200 Fifth Ave.; in Chicago 346 West Kinzie St. 
NATIONAL ENAMELING & STAMPING CO., Inc. 
13 Twelfth Street Milwaukee, Wisconsin 


o— Factories and Branch kk pee . Baltimore, corer 
ans City, lll., Chicago, New yoy et Hill, L. 1, Philadelphia 


_NESCO_ 
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Spending to Save 










Not question about it, there’s a real 
‘I: market in this country for low-priced 
Lg homes—little bungalows, cottages. 
And there’s a demand for apartments, flats, of 
modest cost, too—apartments that won’t take 
half what a fellow makes for their rental. 
Maybe you'll be surprised to hear it, but 
there’s a lot of Corbin Hardware being sold 


today for just this kind of 


It costs a lot more to pay the men who build 
a place than it costs for material. That’s the 
reason why any saving in labor is quickly 
reflected in costs—which brings us to the 
reason why high grade Corbin Hardware is 
used in lots of low-cost structures. 

It takes time to put in hardware trim—lots 
of time. So it means a good deal when the 


carpenter can go right 





buildings. Of course, Corbin 


Good ests Deserve Good Hardware 


through a building doing 








makes a big line of hardware 


—every conceivable item to 








the same job on every door 


—no special fitting of in- 





equip any building — and 


that doesn’t leave out low- 





priced stuff that’s meant for 
your customer who feels 
he’s got to have it. But the 
point is that high grade 
Corbin Hardware is being 
sold today to equip low- 
priced buildings. Dealers are 





profiting by it. 
Sounds like the old bunk, 
doesn’t it? Well, it isn’t, for 


dividual locks, or anything 
like that. 
Well, that’s exactly what is 


It saves time. 


being done through the use 
of Good Hardware—Corbin. 

Good Hardware- Corbin 
—is all like that. You’ll find 
no warped pieces. Items 
don’t vary—each item is 
exactly the same size as its 


duplicate. Your contracting 





trade will find it’s easy to fit 





there’s a real reason behind 
it and that reason isn’t Corbin’s great repu- 
tation or the superior quality of the hardware, 





or any of the other usual “reasons” you often 
find in an ad. We’re talking about buildings 
built to a price, you remember. 

Now what makes up the cost of a building? 
Material, of course. And labor—ah, there’s 
the place for costs to pile up—labor! That’s 
where a big percentage of building cost goes. 








and it saves an enormous 
amount of time, of money. 

Next time your builders’ hardware man goes 
out to sell a contractor who’s doing some low- 


price work, tell him what high grade hardware 


‘can do for his prospect. It will be profitable 


for all. 
Remember, cheap as a building may be, 
it’s good business to sell high grade Corbin 


hardware—Good Hardware-Corbin. 


P. & F. CORBIN % sn2eza1 
+ + 1849 = CONNECTICUT 


The American Hardware Corporation, Successor 


New York 


Chicago 


Philadelphia 
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’ ‘ PUMPS ‘WATER SYSTEMS - HAY TOOLS -DOOR HANGERS : 





WY EIRS SEF-OLING SPRAY RIGS 


for Progressive Merchants and 


Discriminating Customers 


The tendency of spray pump design is toward greater efficiency and better results. 
Spray pumps of yesterday will not answer for the standards of today. To spray for profit 


now means scientific spraying, and scientific spraying, whether on a large or small scale, involves speed, 
thoroughness, economy and labor reduction to which must be added endurance and dependability of equipment. 

The splendid recuid vf Myers Self-Oiling Power Spray Pumps and Complete Power Spray Rigs in every field of the 

raying world stands pre-eminent and is the best testimonial we can offer for them, and accounts in no small measure for 
ir selection and use by leading orchardists, nurserymen, seedsmen, gardeners and farmers of this and of many other lands. 

If there is a demand for hand or power spray pumps, nozzles and spraying accessories in your trade area, whether 

aying ations are on a large or small scale, the Myers Line of Hand and Power Spray Pumps, Nozzles and 

ying Accessories with new styles and many refinements offers the best opportunity we know of today to increase 
your spray pump business during the spraying season just ahead. 

Your customers are already thinking and talking about spraying. Our new Spray Pump Catalog, No. SP29 
showing the complete Myers Line, is now being mailed to thousands of dealers. If you have not already received 
your copy, or if one does not reach you within the next few days, write us. We are anxious to have every dealer 
regardless of locality fully informed as to Myers Spray Pumps and the new catalog gives all this information. 


Write or wire. 
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Look over these new Show Cards for window or counter—ready to 


help you sell your customers Kyanize Quick-Drying Finishes 


Ki yanize 


Kyanize pl jeasant Hyanize 


no touse 
offense 


Se F 


Kyans, Y 
rSsivotr 


la 


Words are hardly adequate to describe the beauty ard where your customers and prospects can buy KYANIZE. 
human interest found in the new series of 1929 Show They form a complete tie-up, both pictorially and in text, 
Cards now ready for distribution to KYANIZE Dealers. with the KYANIZE National Magazine and Newspaper 
Each Show Card exploiting the new Quick-drying finishes, advertising appearing in publications circulating to the four 
is a vital, living mes- 6 corners of the continent. 
sage telling just what An unequalled tie-up 
KYANIZE will do in the with the KYANIZE 
homes of your customers. Dealer’s store. 

Placed prominently The Show Cards, re- 
on the counter, in the produced in miniature as 


window or as as aisle LU STAQU IK FINISH above advertise the new, 


display, these Show quick selling KYANIZE 


Cards designate the Dries in 4. Hours Lustaquik Finish. 


store 1n your community 


Not a lacquer yet it dries dust-free in an hour, hard in four, hours 
and is entirely free from offensive odor. 
Can be used over old paint or varnish as well as on new surfaces. Will not lift undercoats. Requires no special thinner. 
May be used on large surfaces without showing laps or brush marks. 


Like all KYANIZE products, Fo 7 ‘ccicoceraetiaeglreaiantaieie 
KYANIZE Lustaquik Finish is widely 
advertisedandprofitableto sell.Write | 
today for our complete proposition I 
how you can become the KYANIZE 
| 
| 
| 





Iam not a KYANIZE Agent but I would like your litera 
Sale a n KYANIZE which I understand you will sen 
ind wi it further obligation if there is now no active 
indir npn kates diate locality 


. ——— ay of 
) Ista UIK ! Agent for your locality. It means a 


Ya better business and bigger and 
FINISH & 


steadier profits for you. Do it NOW! 


TULIP RED | BOSTON VARNISH COMPANY 


aston Varnish Company. Everett Station Boston, Mass., U.S. A. 





New Speed 
in an 
Old 


Favorite! 


Now you can sell 


antze 


FLOOR FINISH 


the ever reliable varnish-stain, as an old favorite with new speed. Now 


DRIES IN 4 HOURS 


A leader in sales among the highest grade varnish stains 
for years, KYANIZE Floor Finish is becoming a more 
rapid seller than at any other time because it now dries in 
four hours. This product has been giving satisfaction for 
years for finishing hard and soft wood floors, furniture and 
woodwork where a transparent coating is desired that 
will show the grain of the wood. 

For dealers who aim to build up quality business, 
KYANIZE Floor Finish is 
an absolute necessity be- 
cause in the hands of the 
householder it renders uni 
form satisfaction. 

KYANIZE Floor Finish, 


unlike inferior varnish 


stains, requires no stirring and the color is just the same in 
the top of the can as in the bottom giving absolute freedom 
from spotty effects in the final result. 

And of course there is 


NO OFFENSIVE ODOR 


KYANIZE Floor Finish is packed in six sizes—Gallons, 
Half-gallons (in square nozzle cans), Quarts, Pints, Half- 
pints and Quarter-pints (round friction top cans). 

Ask us about the new radiant display board showing 
KYANIZE Floor Finish appropriately mounted in a gold 
frame. For counter or shelf this beautiful panel is a silent 
salesman ready to help clinch your sales on KYANIZE 
Floor Finish. Size 1614”’ wide at the base and a little over 
a foot in height—can be placed almost anywhere. 


Like all KYANIZE products, KYANIZE Floor Finish is widely advertised and profitable 


to sell. Write today for our complete proposition 


how you can become the KYANIZE 


Agent for your locality. It means a better business and bigger and steadier profits for you. 


Do it NOW! 


BOSTON VARNISH COMPANY 


Everett Station 


Boston, Mass., U.S. A. 








HARDWARE AGE for JANUARY 17, 1929 21 


TESTER 





Wy, 


TRADE MARK 











nae 














1e 
; Week of 
ceVWhat’s all the 
Dhooling 79) 


Trappers are following 
their lines. Trap shooters 
are busy breaking targets. 
Spring will soon be here 
with the call of the great 
outdoors and the urge to 
take up all forms of .22 
caliber rifle shooting. Then 
comes vacation time when 
the trap gun and small bore 
rifle provide some of sum- 
mer’s finest sports —fol- 
lowed by the great fall 
hunting season when guns, 
rifles.cartridges and shelis 
of every kind are in de- 
mand. Why wait for fall de- 
mand, however. when guns 
and ammunition suitable 
to the season can be sold 
all year. You are ordering 
your shotshells now with 
ayear’ssupplyinview. Why 
not order your guns early 
too and be ready, af all 
times, to meet your cus- 
tomers’ requirements for 


CP oars) © | = 


an. 13th to 19th > 








a * shooting iron” of any y 





Guns you can sell the 
whole year ’round 


ODEL 12—“the perfect repeater” 

Model 97, and Model 41 (.410) 
are shotguns that are used and pur- 
chased throughout the year. Small bore 
rifle shooting is also popular at all sea- 
sons and Winchester .22 caliber Rifles 
—Models 90, 52, 57, 56, 06, 03, 02, 04 
and 58—can be sold at any time 
throughout the next twelve months. 
You may also have a call for high power 
rifles. 


It will pay you therefore, to order a rep- 
resentative assortment of guns at this 
time (while you are ordering shotshells 
and cartridges) and your best chance to 
increase the all-year sale of guns is, of 
course, to stock a well rounded line of 
Winchester Shotguns and Rifles—the 
biggest selling, fastest selling, surest 
selling gun line in the world. 


As for all-year ammunition, Winchester 
Staynless Rim and Center Fire Cart- 
ridges meet the requirements of every 
season while Winchester Leader, Re- 
peater, Speed-Loads and Ranger Shot- 
shells leave no need unfilled. Introduce 
Ranger trap loads among your local trap 
shooters, for example, and you'll find 
them in demand throughout the year. 


Winchester Repeating Arms Co. 


New. Haven, Conn., U. S. A. 
New York Office and Display Room 
312 Broadway 





HARDWARE AGE for JANUARY‘17, 1929 














AKIN 





SELL THE CARPENTER AND MECHANIC ON THE 
IDEA OF USING THESE BETTER SAWS AND TOOLS 





Atkins No. 40i—The finest and easiest running 
Hand Saw ever made. Manufactured from SIL- 
VER STEEL; Mirror Polish, Straight Back, 
Regular Width, er Light Weight, Narrew Ship 
Pattern. Furnished with the Improved Perfection 


‘ RR. 


Noe. 16 Buteher Saw—A very popular pattern; 
ient hardwood handle, rigid 











adj 
frame. One of ‘‘The Finest on Earth.’’ 





No. 14 Kitehen Saw—A household necessity. 
Extra high grade. Fitted with SILVER STEEL 
Blade; Beech Handle. Stock a few for quick 
turnover. 








Atkins No. 3 Trowel—See the “hump,”’ pre- 
ferred by plasterers because it is the best value 
for the money. 


One of our slogans is “A 
PERFECT SAW FOR 
EVERY PURPOSE.” This 
is literally true, but in addi- 
tion to saws we make kindred 
tools, such as _ Plastering 
Trowels, Files, Grass Hooks, 
Floor, Bench and Cabinet 
Scrapers, Saw Tools, Saw 
Sets, Filing Clamps, Jointers 
and many other hardware 
items, including our famous 
“SILVER STEEL” Hack 
Saw Blades for Hand Frames 
and Power Machine use. 


Get the Atkins 
Catalog 


There is no guesswork about 
the value built into Atkins 
products. They are known 
the world over for their re- 
liability, and are sold on a 
MONEY-BACK GUARAN.- 
TEE. 





Atkins No. 5i1—Skew Back, Regular Width, or 
Norrow Ship Pattern, light in weight; fitted with 
the Atkins Improved Perfection Handle—prevents 
wrist strain. 


Wood Saw—Atkins 600 line ef Wood Saws; se- 
lected high grade hardwoed: double brace, single 
riveted, painted and varnished. Place order for 
quick sales. 


— me 


No. 9 Tapered—Very fine crucible steel frame. 





20-inch blade special steel. 8 points to the Inch. 
Easy grip handie—permits use of gleve. 


All Atkins Bench Floor 
or Cabinet Scraper 
Blades made from SIL- 
VER STEEL; guar- 
anteed te hold edge 
longer. 


ATKINS SAWS AND TOOLS ARE 
THE BEST VALUE FOR YOUR MONEY 





Special Cross Cut File—All dealers should have a supply of Atkins Files. There are none 
better. Order a few dozens from your jobber. Display them prominently and make more money. 


E.C. ATKINS & COMPANY 


ESTABLISHED 1857 
Machine Knife Factory: 
Lancaster, N. Y. 


Atlanta 
Chicago 


Memphis Paris, France New York 


Home Office and Factory: 
Indianapolis, Ind. 
Minneapolis 
New Orleans 


The Silwer Steel Saw People 
Canadian Factory: 


Hamilton, Ont. 
Portland 
San Francisco 


Vancouver, B. C. Seattle 
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Leading the Procession 
in Hardware Development 


Forged Iron— New Designs. Further 
development of the beautiful forged iron pieces which 
have taken the trade by storm the past two years. Un- 


matchable finish and texture. ' 
ee a M¢Kinney Product 


Hospital Hardware. The Friction Control 
Hinge, the Noiseless Roller Catch and the Rubber Door 
Stop absolutely prevent slamming of doors. Door can 
be left open in any position and will not slam shut. 


Adjusts easily, wears for years. ' 
iia a M°kKinney Product 


Fireplace Equipment. Offering really well- 
designed andirons and fireplace tools in brass and 
forged iron ... Presenting the hardware trade with an 
opportunity to increase volume in this department 


with uncopyable merchandise. . 
a M°Kinney Product 
A New Product. 


(Soon to be announced) 





a M°kinney Product 


The Year 1928 saw McKinney announce a series of 
developments in hardware which once again demon- 
strates the activity and alive-ness of the various 
McKinney lines. It’s worth while to have this vital- 
ity shown by the goods you carry on your shelves. 
For catalogs, write 


McKINNEY MFG. 


Pittsburgh, Pa. 
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WINDS 


By Liew S. SOULE 


BE 








Taking Stock and Counting Customers 


chants have completed the count of items in their 

stocks, and are busy pricing and figuring the in- 
ventory sheets. Others have finished the job and know 
with a fair degree of accuracy how their business stood 
at the close of the year. Some have gone still farther 
and have made an analysis of their business based on 
their inventories. 


Strange to say, there are many merchants who as- 
sume that the only function of an inventory is to show 
the amount of stock on hand and the profit or loss of 
the year. As a matter of fact, that is but a small part 
of what an accurate inventory can do for the merchant 
who knows how to interpret it. 


ee time is here. Many hardware mer- 


A properly taken inventory should reveal over- 
stocks, under-stocks, fast and slow moving items, prof- 
itable and unprofitable lines, good and poor methods 
and systems and a host of other things. Its full value 
depends upon how it is interpreted and used. To the 
really efficient merchant, the annual inventory is a 
veritable fountain of information for the future con- 
duct of his business. To others it is merely the “score” 
for the year; the total of tallies without the “hits” 
earned, “runs,” “assists,” “errors,” “wild pitches” or 
“home runs.” They read it as they read the headlines 


of the morning paper. 


And yet—a careful, analytical study of inventories 
was never more essential than it is today, because mod- 
ern competition makes it imperative for the merchant 
to know definitely the trends of his business. The 
hardware man who does not properly use his inven- 
tory is failing to profit by his experiences of the year. 
To him, experience is indeed an expensive teacher. 


However, the ordinary physical inventory is not the 
only one worth while in this day and age. There is 
much more to be considered than merchandise and 
methods. Human inventories are as necessary as ma- 
terial ones. No, we are not referring to the old hack- 
neyed advice about taking an inventory of yourself. 
Such an inventory should be a habit by this time. 
Neither do we directly refer to an inventory of your 
employees, although that also would yield interesting 
and valuable information. 


We are thinking back to the one human element that 
makes all business possible—the men and women who 
buy and consume merchandise. We are wondering 
how many hardware merchants have taken, or plan to 
take, an inventory of customers. Such an inventory 
will tell you more about the future of your business 
than any physical inventory can. 

What is a customer inventory? It is a tabulation 
of the customers who traded with you last year as com- 
pared with those who patronized your store in 1927, 
1926, 1925, 1924, and as much farther back as you 
care to go. It should tell you how many customers 
who bought goods from you five years ago are still on 
your books. It should reveal the average size of their 
purchases during the five years, and whether they have 
increased or decreased. It should show you your turn- 
over of customers, which is as important as your turn- 
over of merchandise. 

If your volume of customers is decreasing, you have 
something real to worry about. If your turnover of 
customers is high—that is, if you are continually los- 
ing old customers and taking on new ones—your busi- 
ness is in a dangerous way. There are only a certain 
number of people in your trade territory. When the 
turnover has made the rounds, you may find yourself 
out of customers. On the other hand, if you are hold- 
ing a large percentage of old customers, and continual- 
ly taking on new ones, your future is more or less 
assured. 

But a customer inventory is not completed by the 
mere tabulation of names. To be worth while it must 
go further. It must include the reasons for the turn- 
over of patrons. It must show why old customers have 
stopped trading with you; why new customers have 
been added to your list; why individual orders are 
larger or smaller; why the total yearly purchases of 
individual customers have increased or decreased. This 
part of your inventory must be gathered largely from 
the customers themselves, but it is very valuable in- 
formation. 

When you know what your customer turnover is and 
the reasons behind that turnover, you are in position 
to regulate it. Until you know, you are sailing your 
business ship without either chart or compass. 
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DIES MUST ALSO BE 
TEMPERED AND 
HARDENED 


In the background is 
the die maker’s vertical 
shaper, and in the fore- 
ground is the horizontal 
shaper. Both are used to 
shape the die from the 
rectangular die block. 
Shown also are a few ex- 
amples of the great vari- 
etv of dies which must be 
heat treated. Each shape 
and size presents its own 
heating problem to achieve 
a uniform result 


© doubt every- 
N one daily de- 

pends on the 
use of some article of tempered steel. Unfortunately, 
natural curiosity and even the positive need of the funda- 
mental facts about tempering, are not always easily sat- 
isfied. A neighboring mechanic cannot be expected to 
initiate you into mysteries and superstitions he cherishes 
as the basis of his prestige. On the other hand, a scien- 
tific metallurgist may use technical words which make 
the job appear needlessly difficult. Perhaps that is the 
reason HarpwarE AGE has turned to a manufacturer of 
tools instead of to a scientist for this explanation. 





Toots 


for Bricklayers 
Plasterers 
and Tile Setters 


By GEORGE K. GOODWIN 


Wm. Rose & Bros. 





INSTRUMENT FOR TESTING 
THE TEMPER OF BLADES 


The work is placed on the circular 
table and screwed up against the point 
of a diamond to apply the minor load 
which causes the diamond to penetrate 
slightly below the surface of the tool. 
A heavier load shown hanging between 
the columns is then released and the 
depth of penetration thus produced is 
read on a dial as accurately as you read 
your watch. 


I am sure this article will be more easily understood 
if I begin by comparing the particles in hardened steel 
to men in an army. The carbon contained in steel rep- 
resents the officers of the army and the particles of iron 
represent soldiers—one or two hundred to every officer 
with the officers of carbon holding the soldiers or iron 
atoms in the arrangement which enables them to offer 
the greatest resistance. 

It is the nature of steel particles to assume their hard 
formation at close to 1,400 deg. Even after they have 





EMPERING 
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been given time at the hardening tem- 
perature to assume this firm formation, 
they will “break ranks” if they are al- 
lowed to cool naturally. The carbon of- 
ficers will lose contact with their iron 
soldiers and the steel will be soft. 

To preserve the intimate association 
with carbon which makes the iron hard. 
we must chill our blade abruptly. We 
must allow no time for our units to fall 
into disorder before a temperature is 
reached below which the metal becomes 
rigid enough to discourage any rear- 
rangement among its particles. This is 


usually accomplished by plunging the red 
hot tool into some liquid. This bath adds 
nothing away ex- 


nothing and _ takes 
cept heat and the 
one quality for 
which it is chosen 
is the rate at which 
it will cool the 








metal. ground. 
As it is removed : 
f this “te For descrip- 
oe a coo ing tion of this 
quench,” steel is instru- 
brittle. Its particles <o\e-=illaaied 
. . caption at 
are strained like he a 
soldiers held too page 


tensely at attention. 

This is relieved by “tempering”; simply raising the 
piece to a lower, black heat and holding for a sufficient 
time to toughen our blade. 

If this heating is carried above the proper tempera- 
ture now, or at some future time while the blade is in 
service, it will become too soft. When we desire a die, 
or when your customers call for a hacksaw or drill to 
be run so fast that the cutting friction subjects it to 
heat sufficient to draw the temper, “High Speed Steel” 
is used. It is an alloy into which the steel maker has 
introduced possibly a sixth of its total weight of some 
metal of the tungsten family. Steels of this type do not 
require sudden chilling. They must be raised to a white 
heat, far above the red at which the older carbon steels 
are quenched, in order to assume their hard formation, 
but they will then retain their arrangement of particles 
while more slowly cooled. In use they will hold their 
temper until they are almost red hot. 

In the first picture, the most distant furnace is simply 





generated 
when two wires of different 


Electric. current is 


composition are welded to- 
gether and the weld is heated. 
This electric current moves the 
pointer of the instruments over 
calibrated scales, causing them 
to indicate or record tempera- 
tures from nought to 3000° F. 
The record is made on a con- 
tinuous chart moved by clock 
methanism 





IL pot for tempering in foreground and hardening furnace in the back- 


Hardening and tempering of bricklayers’ trowels requires, 
not five minutes, as is often thought, but a net time of 
one hour and thirty-three minutes. The thermometer for 
showing the temperature of the oil in the pot is also 
shown. Delicate electrical instruments, recording and 
indicating pyrometers are used to show and record perma- 
nently the heat in the center and at both ends of the fur- 
nace. There are two of these pyrometers, one to check the 
other. These can be seen on the wall at the right between 
the ventilating areas 


to heat our tools uniformly to the point at which each 
carbon captain takes command of his company of iron 
atoms. The hardener, who is shown about to remove a 
tool, has before him a strip of furnace hearth five yards 
from left to right and two feet wide, glowing with the 
soft tint of cherry red velvet. He must look closely 
to distinguish the tools resting flat upon this hearth of 
a modern hardening furnace after the blades have 
reached the temperature at which they will be quenched. 

To the right of the hardener is seen the steel wall of 
the building separated from the ground by seven feet 

(Continued on page 33) 


HARDENING AND TEMPERING PLASTERING 
TROWEL BLADES 
The oil in the tempering pot is heated to 600 degrees. 


The clock-like instruments on the wall are pyrometers 
which record the temperature of the hardening furnace 
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“FROM the OUTSIDE IN’— 


By SAUNDERS NORVELL 


NCE upon a time I knew a very successful retail 

dealer who had a peculiar habit. He told me that 

at regular intervals he would look at his business 
from the outside in instead of from the inside out. He 
would stand across the street and look at the front of 
his store. He would walk by and look in his show 
windows. He did his best to forget that he owned the 
store and would try to look at his store with the eyes 
of an outsider. 

On one occasion, he told me, he happened to look at the 
side of his building. There was a great, empty space 
of brick wall. Then it occurred to him if he would 
paint a sign on this place, with his name and the words 
“Hardware and Automobile Supplies”; this sign could 
be seen for half a mile up the road coming into town. 
He discovered that in these days of automobiles, signs 
must be arranged to catch the eye of the automobilist at 
a distance. If an automobilist can only see your sign 
when he is immediately in front of it, he usually goes 
by, because he does not wish to stop and turn around. 
He says to himself, “There will be another hardware 
store further on, and I will stop there.” This dealer 
stated after he gathered this idea and arranged his sign 
and store accordingly he could see quite a little increase 
in his automobile accessory business. 

Then this merchant, when he walked into his store as 
an outsider, would look at his clerks and see how they 
stacked up. He would look over his store and size that 
up. I*requently, he said, after one of these “outside 
looking in” excursions, he would move things around in 
the store just for the sake of change. 

“Occasionally,” said this merchant, with a smile and 
a twinkle of the eye, “I just size up myself in the same 
way. I look at myself from the outside in, and, you 
know, when I do this, I gather a good many ideas, and 
I correct some things in my make-up. For instance,” 
said he, “sometimes I get pretty busy; so busy that I 
am a little nervous. Then when people speak to me, or 
interrupt me, I am just a little short. In sizing up my- 
self I decided that I must control myself. Therefore 
I have been very careful, especially when busy, not to 
speak to my employees in a short and abrupt manner. 
You see, these employees do not know that you are 
not angry with them. They do not know what you 
have on your mind. All they know is that you answered 
them as if you were angry, and so they feel very badly 
about it, and wonder what they have done wrong. 

“Just to keep on smiling and being pleasant, no matter 
what happens, does not cost anything but a little self- 
control, and it pays big dividends. Of course, you have 
heard all this before, but it is just good to remind your- 
self of this fact. Some men take themselves and busi- 
ness so seriously that they not only injure their own 
health, and injure their own business, but they lose a 
great deal of the sweetness in life. Just remember occa- 
sionally that one hundred years from now it won’t make 
any difference whatever. We will all be forgotten, and 
the world will belong to another generation, and they 
will be having all of the troubles and all of the good 
times.” 


Then he continued: “It has been my experience in 
studying men that when a man gets too close to his 
job he gets one-sided. He does not have a broad, well- 
balanced judgment. If you happen to have a sense of 
humor, that helps in life, just like a shock absorber on 
an automobile. But do not have too much humor. An 
exaggerated sense of humor frequently leads to a great 
deal of wasted time. 

“Once,” said he, “I had a very brilliant man, a lawyer, 
tell me that he missed his greatest success in life because 
of his keen sense of humor. This lawyer had a habit 
of telling a great many funny stories. Whenever he 
tried a case he told these stories. He amused the 
crowd. But this lawyer told me that as a result of his 
propensity for story-telling his neighbors did not take 
him seriously, and when they had a real important case 
they were just a little afraid to entrust it to him, because 
he would not take the situation seriously enough.” 

I was interested in this statement, because I happen 
to know a doctor who also had an exaggerated sense of 
humor. He always breezed into a home with a good 
story, and he would not take a “case” as being very 
serious. This did not do this doctor any good, because 
when any of us feel ill we want the doctor to be sym- 
pathetic. We don’t want him to tell us that we are not 
ill. This is especially true in the case of the dear ladies. 
They like their doctors to ask a lot of questions about 
their condition and then to sympathize with them and 
tell them how careful they must be. Now, a doctor who 
tells funny stories does not always make just the right 
impression and this affects his business. 

I have been applying this idea of thinking from the 
“outside in” to myself and my own business. Of course, 
I would not dare to tell you all the things I think. If 
I should tell you how humiliated I am with myself after 
one of these “outside in” views you would be surprised! 
You ‘see, a fellow has to have confidence in himself to 
give confidence to others, and you must be careful in 
becoming introspective not to allow what you see to 
weaken your own nerve. So introspection must be taken 
carefully. 

In this old world of ours the pendulum has a habit of 
swinging from one side of the clock to the other. Just 
a few months ago, for instance, our friends on Wall 
Street, all the financial writers, were telling us that we 
were living in a new era; that we would never again have 
high-priced money. Now it seems that they were all 
wrong. Money was cheap. It was cheap for a long 
time. Bonds advanced in price because of cheap money, 
but now, notwithstanding all of these prophets and 
prognosticators, call money has been hovering around 
10 or 12 per cent here in New York. The pendulum has 
simply swung the other way! 

Just on general principles I will prognosticate that 
before the end of this year we will have cheap money 
again. I will prophesy that bonds, which have declined 
on account of high money rates, will advance later in 
the year, because of low money rates. You know bonds 
and money always go in opposite directions. When the 
rate of interest goes up bonds go down, and vice versa. 
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Our friend, Roger Babson, for many years has been 
telling us about his theory of action and reaction. 
Sometimes Roger has appeared, for the time being, 
to be a little out of line, but nevertheless sooner or later 
this law does work. The whole world is like the tides— 
things rise and fall, and this law continues forever. 

Take the case of the mail order houses, for instance. 
There has been a terrible hubbub stirred up about these 
houses and their retail stores. The writer himself has 
had something to do with this hubbub. Some jobbers 
and retailers have taken this situation very seriously in- 
deed. Some of them have been doing a good deal of 
hollering before they were actually hurt. Some of them 
have been using mail order houses and chain stores as an 
alibi for their own lack of success, when, as a matter of 
fact, the chain stores and mail order houses have had 
nothing whatever to do with their lack of success. 

The other day I was talking to a certain jobber in 
my office. I know him very well indeed. I know him 
so well that I can take liberties with him. We were 
talking about certain sales plans. He agreed with me 
that the plans we had outlined would increase sales. He 
told me that he was going back home and put some of 
these plans into effect. 

Then, as I knew him well, I could not help saying 
something. What I said was not discreet, and it was 
not tactful. What I said was simply, “Oh, no you won't.” 
“Well, why won’t I?” he came back. “Just because you 
are too darn lazy,’”’ I answered. “For you to carry out 
these sales plans would mean that you would have to 
work some Saturday afternoons and a few nights. It 
takes a whole lot of trouble to ‘follow through’ on any 
sales plan. It is easy to lay out the plan. It is easy to 
put it down on paper. It is easy to talk to salesmen, 
but to check up on returns and follow through is hard 
work and is tiresome work and uninteresting work, and 
that is just where a lot of merchants fall down. They 
enjoy the ‘hurrah’ and celebration at the start. That is 
all fine. But they fall flat when it comes to the check-up 
and the follow through. No, sir,” said I, “You just 
won’t do it, and the trouble is not the chain store or the 
mail order house, but just because you lack sufficient 
energy to do the job.” 

Then a most surprising thing happened. I thought 
he would get angry. Instead of that he remarked, “/ 
guess you are just about right. But this time, on account 
of your unkind remarks I am going home and put this 


plan through.” 
* * * 


I was called upon recently at a sales meeting to address 
a large number of salesmen. The subject was how to 
increase their sales on cutlery. What was the use of 
talking? There is only one reason why jobbers’ salesmen 
do not sell more cutlery. It is not a question of a line 
of goods. It is not a question of price. It is simply 
for the reason that it takes a lot of time and trouble to 
sell cutlery. The salesmen must carry samples, open 
them, stand by while the dealer paws them over and 
blows his breath on the blades. It is slow work to sell 
cutlery. The units are small. Of course, after the line 
is once established, if the salesman can hold the retail 
dealer in line, cutlery becomes a regular sales provider, 
but it takes time to start the line. It takes time to con- 
vince the retail dealer that it is not to his interest to 
buy a little dab of cutlery from every Tom, Dick and 
Harry who calls. Jt takes time to convince a dealer 
that a line should be sold as a line. 

Now, it is a notorious fact, well known to al! cutlery 
manufacturers, that jobbers’ salesmen are not getting 
the amount of cutlery business they should. This busi- 





ness is going to special cutlery salemen because they de- 
vote their time and attention to the line. It is going to 
the class of manufacturer who does not support the 
jobbers, manufacturers who will sell their goods to 
anybody who will buy them, manufacturers who do not 
give anyone protection. The jobbers’ salesmen are let- 
ting this part of their business slip away from them, just 
because it is a tiresome line of goods to sell. 

Now, feeling that this was all there was to it, how 
could I get up before these salesmen and talk to them 
about how to sell cutlery? Suppose I did talk to them 
and, after my talk, they did not even carry samples 
around, or only carry samples on one or two trips a 
year. What is the use? One feels the utter futility 
of it. 

One would imagine that in these days with automo- 
biles salesmen would always be provided with samples. 
In the old days we had to check our trunks from town 
to town, then hire a dray and have the dray carry the 
cutlery trunks up to the store. But in those days we 
did sell cutlery because we took the time to sell cutlery. 

Nowadays, with an automobile at the front door, it 
is too much trouble to take the cutlery samples out of 
the automobile and show them. Then, of course, the 
explanation is that there are so many other lines to sell. 
That explanation does not explain. It is an old, worn- 
out alibi. Jf a salesman wishes to sell cutlery, he must 
show his cutlery. 

I know a jobber’s salesman who recently won a prize 
for selling more cutlery than any other salesman of a 
large selling force. This salesman did not have the 
best territory. He did not have the largest towns, but 
he sold about four times as much cutlery as the average 
sales of the salesmen of his house. I asked this sales- 
man how he did it. His answer was that he simply car- 
ried cutlery with him all the time, opened up his rolls 
and showed it all the time. That was all. 

x * * 


Recently I have done quite a lot of traveling. I 
have visited a number of jobbing hardware houses. 
Now, just carrying this idea of “‘a look from the outside 
in,’ would you like to have one impression that, as an 
outsider, I received in visiting these various houses? 
What I am going to say may appear to be a very small 
matter, but I don’t think it is. 

A generation ago it was customary to have many 
private offices in all fines of business. Executives shut 
themselves up in their private offices. This, for many 
reasons, was a very bad idea. That was in the days of 
roll top desks. A man shut up in his own private of- 
fice, sitting before a roll top desk, facing a blank wall— 
that was the picture. All day long this executive saw 
nothing but the overcrowded pigeon holes in his resk. 

Then came the era of open offices and flat top desks. 
The old roll top deck went into the discard. It was only 
held on to by some dyed-in-the-wool executive, who had 
formed the roll top habit and could not part with 
his desk and his blank wall. Even the great banks in 
the country adopted the large room idea with flat top 
desks. 

Now, for the usual course of business, the writer has 
not the slightest doubt that having the employees in 
one large office with flat top desks is the best plan for 
conducting an office that has been devised. The ad- 
vantage of this plan is that you can see what is hap- 
pening. You can see what the employees are doing. 
You can see what is taking place in the office. In the 
old days, when you were locked up in a private office you 
never knew what was happening in the other offices. 

(Continued on page 63) 
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N advertisement is made up of copy, cuts, descrip- 
A tions of goods and ideas. Copy is only a part. 

But it is the important thing unless the advertiser 
intends to run only one ad and then quit. In this case 
the store signature is most important. One ad is of lit- 
tle use unless those preceding it and those following it 
center the customer’s interest on the store and some of 
the goods carried in it. 

People read hardware store ads because they need 
something the hardware store has to sell. But the read- 
ing is done because the customer needs the goods, not 
because the merchant wants to sell them. 

This viewpoint, if kept in mind, makes copy writing 
easier for the busy storekeeper. It gives him the right 
slant, so when the customer reads the ad he or she gets 
the right idea, which is “we can serve your needs; come 
in and let us.” 


Comments and Suggestions 


The best copy is written with a real customer in mind; 
someone the merchant knows. If it is written so it in- 
terests this friend, it will interest hundreds of people. 
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but not too clever. 
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Percolator ............ $5.00 | 
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Brownsville Hardware Co, | 
The “Winchester” Store—Phone 855 Bridge & Water Si. 
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Here are four typical ads, written to sell goods for 
four respective stores. Criticisms and suggestions are 
offered on good points and points not so good. 


Skillful Use of Cuts 


Ashdown’s—Four columns by 13 in. in size; this space 
features four big-unit items. The item sections each 
occupy about one-fourth of total space and are prac- 
tically uniform in area—a good idea if care is taken not 
to make one section too much like the others. In this 
instance the sections are a little too symmetrical for good 
eye value. To improve this why not set one of the two 
top sections in narrow measure and on the opposite side 
do the same with the lower two? This would animate 
or enliven the arrangement. 

Copy in this ad is cleanly and sensibly written, giving 
the reader a good idea of the use and value of the five 
items—table top ironer, two electric washing machines, 
vacuum cleaner and heater. It is a holiday ad and the 
appeal, of course, features the gift idea. 


BETTER Copy 


Direct your words and ideas toward a 
typical customer, someone you know well 
—Remember the customer's viewpoint: 
‘‘Something to use’’—Try to be interesting 
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Toasters $250 t 
Electric Hot Plates (1 
and 2 burners) $1.75 @ $+ 








One or two Guaranteed trons $2.50 to $5 Stee bets. wae t 

° ee = $2. $2.50 and $3 
displayed pak eutk,, Ait. > Wabie tt a 
lines and a — = HG 
paragraph of r 4 = WY) 
introduc- SE oes sri, ome 
tory matter, Fosttalls mae _ 


about twenty 
words, would 
be better, 
since each 
section has a 
head of its 
own. 





Barney and y Bar 
$1.95 49¢ ....98c se" $2 
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Food Choppers 


Bird Cages 
' 4 Alarm Clocks 
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In sending ads in for criticism please try to send the entire 
newspaper page on which the ad ran. This helps in several 
ways. It gives the name of town and newspaper and shows 
how your space looked on the page. I must use ads as they 
come in, as space permits reproducing only four. So first 
come, first commented on. But send them in. The more 
the better. GUY HUBBART. 
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look well and 
are carefully 
place d— 
they are well worth study by other similar stores. 


Excellent Layout and Display 


Austin Crockery and Hardware Co.—Four 
columns by 14 in., is devoted to gifts. A holiday 
ad, but represents a method useful at any time of 
year, and practical for smaller space. For ex- 
ample, space is cleverly broken up into rectangular 
and square areas so as to make every part stand 
out forcefully. This method of layout increases 


effectiveness of total space. No space is wasted, | 


yet no section is crowded. Everything—cuts, 
headlines, text and type—stands out in a clean- 
cut way. 

Item copy is brief but descriptive of the 
values. It needs a slight human touch here 
and there like “Can’t you see her (wife, 
mother or sweetheart) unwrapping this beau- 
tiful piece of pottery!” 

The introductory copy starts off with a good 
line: “This is just the season of the year when 
we can be of service to everybody.” What a 
thought for a good store! That line is worth 
(Continued on page 61) 
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Winners of Western Window Display Contest 


Llew S. Soule, editor of HARDWARE AGE 


WX and T. M. Shearman, editor of Hardware 
Sp onsored by holesaler W orld. were ies hens i this Aireggeede 


HE American Wholesale Hardware Co., Long 

Beach, Cal., supplied display material and invited 

all hardware dealers in their territory to submit 
window displays, featuring Russell Green River Cut- 
lery, in a window-trim contest Nov. 17 to 24. 


the windows pictured here are the prize- 
winning entries. They are as follows: Top of page 32, 
Ott Hardware Co., Santa Barbara, Cal., first prize; 
bottom of page 32, San Bernardino, Hardware Co., San 
Bernardino, Cal., second prize, and the display on page 
33 is that of R. M. Wollitz & Son, Los Angeles, winner 
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of third prize in this successful display competition. 

Many other excellent window displays were submitted 
and some of them will be shown in HAarpwareE AGE in 
forthcoming issues. 
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The contest, from a standpoint of moving merchan- 
ise, was highly successful, and sales of cutlery are re- 
ported by the John Russell Cutlery Company as the best 
they ever had. 


Tempering Tools for Bricklayers, Plasterers and 
Tile Setters 


(Continued from page 27) 


of ventilating louvers sloping outward to exclude sun- 
light which might dazzle the eye of the furnaceman. 
To confirm his judgment, two temperature measuring 
instruments can be seen on a board between the areas 
of ventilation. One records the temperatures of both 
ends and the center of the hearth. The other is used as 
a safeguard against an error in the record of its mate. 

Behind the hardener are quenching tanks into which 
he will plunge red hot tools. Thin blades such as miter- 
ing tools and rules, and trowels for all purposes. are im- 
mersed in oil. Thicker chisels, jointers and hammers 
are chilled in water which takes the heat more quickly. 

The man in charge of tempering is seen beside the 
long oil quenching tank from which he has removed a 
tool which he is placing in the tempering pot. 

The scale of a large thermometer is shown in front 
of this operator with the stem in the drawing pot. 

There is great advantage in a large drawing pot or 
furnace. We must not only raise the blades to the cor- 
rect temperature, but hold them at that heat for the 
proper time to make them tough. 

The tanks on each side of the pot furnace contain hot 
water for cleansing the surfaces of the tools before they 
are removed to the finishing department. 

Your local blacksmith will laugh at the suggestion 
that the practice of judging temperatures by color is 
going out of fashion; and the small workshops will 
swell the chorus of disapproval. Before tempering they 
brighten a tool to reveal the various tints assumed by 
the oxide on its surface as it heats and when the edge 
assumes the shade which experience teaches them to as- 
sociate with the desired temper, they check further tem- 


pering by plunging the blade again into water. I can- 
not give any reason for the yellows, browns, blues and 
purples that succeed each other on the steel while it is 
heating. They appear like a miracle, a Godsend to the 
fellow who lacks equipment; but is it not reasonable 
that more accurate work can be done by dipping your 
blade completely in a pot or furnace at a uniform tem- 
perature and holding, it while sufficient time elapses to 
permit the particles of steel to rearrange themselves to 
give the greatest toughness? 

You know that long before such equipment was de- 
vised mankind was tempering steel; before they wrote 
history or understood chemistry. 

When the eye was the only instrument for measuring 
the red heat of the hardening furnace, wonderful work 
was done. Swords, half legendary, half historic, became 
as celebrated as the warriors who wielded them; the 
names of Excalibur and Brain-biter were immortal- 
ized with King Arthur and Hereward. Nevertheless, we 
are free to suspect that if good steel treating had been 
customary, their minstrels would not have sung so long 
the praises of any one exceptional implement. 

“This is the song of the sword of Alan; 
The smith made it, the fire set it, 
Now it shines in the hand of Alan Breck.” 

Modern investigators are devoting their lives to the 
production of steel, furnaces and instruments which will 
provide for the housekeeper and mechanic, blades as 
good as King Arthur’s Excalibur. The object of all 


this elaborate equipment is to make the average tool as 
fine as the occasional best which was produced when we 
relied exclusively upon the steel treater’s skill. 
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EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


TALKERS AND TOILERS 


6s HAT position did you hold in your last place ?”’ 
asked the merchant. 


“I was a doer, sir.” 

“A doer! What’s that?” 

“Well, sir, you see, when my employer wanted any- 
thing done he would tell the cashier, the cashier would 
tell the bookkeeper, the bookkeeper would tell the clerk, 
and the clerk would tell me.” 

“And what would happen then 

“Well, sir, as I hadn’t anyone to tell it to, I’d do it.” 

The story is particularly pertinent at the present mo- 
ment for the reason that the country is now divided into 
two classes of people—the talkers and the toilers. Al- 


9°? 


ways there must be dreamers and people who plan. Noth- 
ing much is accomplished in places where there is no 
becomes 


exercise of imagination. But the situation 
difficult for the real doers when 
those higher up make promises and 
outline programs that are beyond 
fulfillment. 

Capitalizing the future is perfect- 
ly legitimate and highly desirable 
provided it is done in a way that will 
not endanger the business structure 
and bring distress to the public as 
a whole. But when the profits from 
speculation, from financing, and 
from putting through mergers is 
permitted to take precedence over 
profits from day-to-day production, 
then we are on the way to building 
up a system that shifts an impossible 
burden of responsibility to the 
shoulders of operating executives. 

The United States has the most 
wonderful future of any nation on 
earth. Its natural resources are un- 
equalled. No other country has a 
climate more favorable to maximum 
mental and physical effort on the 
part of the individual. But we are 
making a serious mistake when we 
permit national attention to be di- 
verted from constructive business 
to the hazardous occupation of 
gambling in the stock market. 
There is a great difference between 
the wise investor and the in-and-out 
speculator who disregards estab- 
lished fundamentals on the assump- 
tion that none of yesterday’s yard- 
sticks fit this amazing new era. 

A bull market running four or 
five years does not supply suffi- 


© Brown Bros. 























Above at left: The original telephone. 


cient evidence to justify discarding all the copybook 
rules of elementary economics. It is easier to multiply 
the market values of corporations than it is to show net 
earnings to warrant the values. Recent astounding ad- 
vances in stock quotations have created in thousands of 
people an utter disregard for the incomes resulting from 
yearly dividends. Eventually the pools will go broke or 
get out and millions of people will be left holding the 
bag. The market manipulators who use strong-arm 
methods to force prices upward are not the kind of folks 
who are willing to endure the disappointments of the 
years that must pass before extravagant promises 
can be made good. 

It is in times like the present when hard-headed busi- 
ness executives regard the coming years with apprehen- 
sion. They are not afraid of America’s industrial future 
if business is kept free of 
gambling excesses. Ne- 
ver was the outlook in 
legitimate lines of enter- 
prise more hopeful. Car- 
loadings are showing 
gratifying increases. 
_ Sales of machine tools 
) are heavy. Corporation 
earnings are satisfactory, 
and for the country as a 
whole will show profits 
closely approaching the 
record totals of 1926. 
The relations between 
capital and labor are 
harmonious. The aver- 
(Continued on page 61) 
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“Inconsistency of Distribution” 
was published I have had a num- 
ber of letters received from various 
manufacturers, jobbers and quite a 
few retail dealers. In addition, I have 
had personal visits with a consider- 
able number, and it is surprising to 
find how many agree with me in 
theory, but they find it impossible to 
put their theories into practice be- 
cause of the attitude of their com- 
petitors. 

Perhaps the greatest problem is the 
question of selling to the mail order 
houses. It must be admitted that 
these concerns want the well-known 
brands of hardware simply to serve 
as “leaders” and to offer them to the 
consumer at considerably less than 
the usual retail selling price. It seems 
doubtful to me if such a practice can 
ever possibly increase the distribu- 
tion of a manufacturer. I believe it 
is simply a diversion of trade from 
one channel to another, and while 
there may be a sudden increase in a 
manufacturer’s business, due to the 
initial stocks put into the various out- 
lets, in the long run, after this ad- 
justment has taken place, the rate of 
consumption by the public will not 
be materially different. 

The published price in a mail order 
catalog becomes the new retail price. 
The listing of such merchandise 
simply reduces the dealer’s margin 
and increases price cutting on the 
part of wholesale houses who sell to 
dealers. To accept the theory that the 
mail order branch stores can sell at 
one price and the independent dealer 
can sell at another price is like be- 
lieving- that “water will run up hill.” 
Of course it will if you put pressure 
behind it, but where is that pressure 


INCE my recent article on the 


By C. J. WHIPPLE 





“FURTHER INCONSISTENCIES” 


| to come from? Ultimately, I feel con- | 
| fident that independent jobbers and | 
| dealers will discontinue handling lines | 


that they cannot sell at a satisfactory 
margin and meet the competition 
from other retail outlets. 

I have just been talking with the 
representative of a manufacturer who 


more than twenty years. A short time 
ago he took a very large order, giv- 
ing as his reason that his chief com- 
petitor had been selling the mail or- 
der houses, and, therefore, he felt that 
he had a perfect right to do so (apply- 
ing the same logic if his competitor 
had robbed a bank, he would have 
had a similar excuse for doing the 
same thing). One of the big selling 
items in this particular line retails for 
$2.65. At least, that is the manufac- 
turer’s suggested price to the con- 
sumer. The jobber’s suggested price 
to the dealer is $2.01. The mail or- 
der houses have this item listed in 
their catalog at $2.39, and then, just 
to help the cause along, send out a 
special circular with the item fea- 
tured at $2.25. The first price gives 
the dealer a margin of 15.8 per cent 
on the selling price. The $2.25 fig- 
ures 10.65 per cent on the selling 
price. This, of course, is assuming 
that jobbers make no concessions 
from their suggested price, as men- 
tioned above. I think you will agree 
that this is a rather impossible set- 
up. Apparently this manufacturer 
has lost sight of the fact that the job- 
bers and dealers of this country have 
built up his business. At least, I 
cannot see anything in the situation 
that possibly can help the jobber or 
dealer. 








Another instance along the same 


| lines is the case of a manufacturer 








lar decennial census in 1930 has just 


the Chamber of Commerce of the United States. 
letter to members of the Senate, President William Butter- 
worth of the Chamber said that “The facts with respect to 
the process of distribution and the variety of agencies 


Adoption by Congress of legislation to provide for a 
national census of distribution in connection with the regu- 


been advocated by of business men. 


In a 





has not sold to mail order houses for | 





Advocates Adoption of Legislation to Provide for 
National Census of Distribution 


through which distribution is carried on have never been 
comprehensively collected and made available for the use 






who, some years ago, made a very 
radical change in his selling policies 
and, as a result, lost the business of a 
good many jobbers who had _ previ- 
ously been selling his line. After try- 
ing out this policy for a number of 
years, the manufacturer realized the 
mistake and went back to his old sell- 
ing plan. Quite naturally his former 
jobbing customers were a little slow 
to reenter the fold. Perhaps they 
were suspicious of being tossed over- 
board again, and this particular fac- 
tory has had a rather difficult time for 
a number of years. Now they are 
trying a shortcut to success, and are 
selling their products to mail order 
houses and any other distributor who 
is in position to pay for the merchan- 
(lise promptly. 

Continuing, we also have the man- 
ufacturer who is unsuccessful in in- 
teresting jobbers in his product. 
Perhaps his prices are high, it may 
be that his goods are not as well made 
or finished as a rival, and for count- 
less other reasons the jobber finds it 
desirable to handle another line, so 
this manufacturer goes direct to the 
retailer at jobber’s cost. As a rule 
such a situation takes care of itself, 
for selling a large proportion of the 
factory’s production to dealers at the 
jobbing price is more of a burden 
than any manufacturer can carry. It 
is simply an example of “breaking 
faith” with the jobbers who do handle 
the line, and is nothing more or less 
thafi a “Policy of Price Cutting.” 

Since the last article appeared quite 
a few manufacturers have sent out 
circular letters announcing their sales 
policies. These are the concerns who 
deserve the wholehearted support of 
the retail dealer. 






The regular periodical census in manu- 


facture, as an example of comprehensive business statistics, 
has proven its value.” 
realize that “under modern conditions of business intensity 
ample and accurate data is necessary for the efficiency. 


Members of the Chamber, he said, 
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Pertinent Paragraphs for Progressive 
Hardware Merchants 


T doesn’t pay to take on a sales 
proposition that hasn’t a tang- 
ible reliable background. Re- 

member it is the repeat orders for 
reliable hardware that ring the bell 
of the cash register. 

. re 


An article that isn’t advertised 
rarely outsells the advertised article; 
besides it takes a lot of valuable 
time of the salesman in trying to 
talk up the merits of goods that have 
no reputation. Time is money, and 
the more it is unprofitably spent, the 
less are the profits. 

a 

A good window display invari- 
ably helps sales, because it works 
all the day long, and in a well-lighted 
window, during a part of the night 
after closing hours. As the Chinese 
say, “A picture is worth ten thousand 
words.” 

¢ ¢.4 

Sugar catches more flies than vine- 
gar; likewise a happy smiling coun- 
tenance attracts more customers than 
a sour looking visage. In other 
words, like begets like. 

* * * 


Don’t blame poor business on the 
town ; sometimes business is poor be- 
cause the store fails to spruce up 
and show the townspeople that it is 
in business. Every store should have 
a sign indicative of its wares. 

* * * 


It is a safe bet that there are many 
hardware stores that will show a big 
gain in 1929 over last year; they 





By T. A. CARROLL 


are the fellows who meet and over- 
come the adverse conditions as they 
find them and never say die. 

2 i 


Some dealers have increased their 
profits manyfold by tying up with 
the national advertising of manufac- 
turers. Remember the public is not 
in the exploring business. They want 
to see what you have to sell; they 
won't hunt for it, but they will buy 
more readily if they have a chance 
to examine it. 

“et 

The combined sales of two of the 
largest mail chains during the month 
of September were 24 per cent 
larger than in September, 1927, and 
for the three-quarter period of 1928, 
they sold about 14 per cent more 
than in the same months in 1927. 

a 


It always pays to learn the talking 
points of any article carried in stock ; 
how it is made, what it will do; who 
makes it, etc. Not enough study is 
given to this phase of selling, espe- 
cially of tools. Most manufacturers 
are always eager to supply post-up 
literature. If you want to prove it, 
answer some of the ads in HARDWARE 
AGE and see what happens. 

ee 

Have you ever thought how dead- 
ly-dull merchandising would be if it 
were not for competition. | When 
some competitor stages a “sale” or 
stunt, chances are he is not doing it 
to ruin you; he just wants more 
business. You can do the same thing, 
and sales will perk up. 





Personal appearance counts for a 
lot in a hardware store, or any store 
for that matter. A fellow doesn’t 
necessarily have to look or act the 
part of a sheik; just dress and act 
like a gentleman. 


. es & 


Politeness costs not a sou-mar- 
quee, but it pays big dividends in the 
way of profits. First of all, it means 
eagerness to give the customers the 
right goods and good service at the 


same time. 
*k kK x 


This is the decade of distribution. 
Fortunes will be made by those who 
succeed in working out plans for 
moving goods at the least possible 
cost; those who fail to trim distri- 
bution costs will have a tough time 


to survive. 
* * x 


A certain utility in a certain Ohio 
city sold 1303 high grade gas ranges 
in four weeks recently, also 10,000 
electric toasters of one model. How 
was this accomplished? By printing 
and distributing a small house organ 
with gas and electric light bills. O! 
the power of the printed word! 


* * * 


Cooperative advertising, say once 
a week, by hardware merchants in 
city newspapers will go a long way 
to acquaint householders with the 
fact that they sell ranges, saws, tools, 
toasters, etc., and in consequence, 
the hardware man will obtain some 
mighty profitable business. 





SAYS THE MAN BEHIND the COUNTER 


Some professor of psychology who has been eaves- 
dropping for years makes the statement that “The best 
minds discuss ideas; the second in ranking talk about 
things; while the third group, or the least in mentality, 
gossip about people.” That may or it may not be a true 
Statement of the situation, but it would seem certain 
enough that the hardware salesman will gain the least 
inspiration and make the least advance by gossiping, 
while he should profit most by the discussion of ideas, 
those ideas that have to do with better selling methods. 
Two retail hardware salesmen discussing one another’s 


stenographer. 


ideas of how to meet and handle customers are sure to 
profit more than were they to spend their time gossiping 
about the suspected relations between the boss and the 


One of the things about a hardware store that makes 
the greatest and the best impression upon the customer 
is the willingness shown by the selling force to be ac- 
commodating. We think rather more about that matter 
of being accommodating than about almost any other 
advantage a store offers. 
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HERE is more in the welcome 

given by local stores to the mail 

order house retail outlet than 
evidence that they hail it as a magnet 
to trade, as some of them welcome 
even the chain store. They are confident 
also that they can profit by the mail 
order store’s shortcomings. 

At first they were inclined to fear 
both as alien intruders, especially ob- 
noxious because of their propensity to 
steal away business by the lure of low 
prices. But a.good many local mer- 


chants in various parts of the country | 


have discovered that the ogre was a 
dispenser of blessings in disguise. 

The 
in the form of increased business, 
shared by all, following in the wake of 
any increased activity; for this the mail 
order houses naturally enough pat 
themselves on the back, pointing with 
pride to their value as community 
builders. As important from the angle 
of the local merchant is the opportu- 
nity he gets to sell to people attracted 
to town by the mail order outlet the 
very goods they go to it to buy. 


Mail Order History 


Upon this fact as a hook hangs a 
bit of history interesting in itself as an 
illustration of the swift changes char- 
acteristic of the present age, and not 
without significance for its bearing on 
recent trade developments. 

Not many years ago the mail order 
houses experienced difficulty in adver- 
tising their business except through 
their catalogs. The newspapers de- 
clined their copy; they paid no local 
taxes; everything bought from them 
was subtracted from the sales volume 
of stores which relied on the press to 
attract customers. 

A change came with the setting up 
of mail order house department stores. 
First regarded as merely distributing 
centers for mail order stock to cata- 
log customers enabled by cheap auto- 
mobiles to travel considerable distances 
to market, these stores soon took on 
the character of their kind. They be- 
came regular and liberal advertisers in 
the newspapers, appealing to everyone 
within their reach. Mail order house 
copy was no longer taboo. In not a 
few cities it became a notable addition 
to local display lineage, giving to the 
mail order houses a second string to 
their bow of exploitation. Magazine 





| distributed 


| tered 


revelation has come not alone | 





Montgomery Ward’s Hand-to-Mouth Stocks 
Help Independents 


Reprinted by Courtesy of Business Management 


At first everyone was puzzled when independent retailers 
began inviting the mail order stores to locate in their towns, 
but a study of the stocks carried in these mail order department 
stores shows why independents welcomed them; people come 
in from the countryside to buy from the chains, and find such 


small stocks that independents 


advertising came later as a matter of | 


course. 
which followed 
the Montgomery 
demonstration stations encoun- 
no difficulty in pursuing the 
trail blazed by the large pioneers. But 
there was a_ difference. Designed 
primarily to extend and facilitate mail 
order business inspired by the widely 
catalogs, they were 
long in finding themselves involved in 
hot competition with stores in the com- 
munities they entered, and like their 
neighbors they had to advertise largely 
in the newspapers to make good their 
position. 


smaller stores 
the heels of 


‘The 
upon 


Ward 


not | 


| tising 





reap a harvest of sales. 


the advantages of catalog adver- 
on a large scale as well as free 


enjoy 


entry to the newspapers, an advantage 
not easily offset by direct mail effort 
on the part of the independents. But 
this advantage is not without counter- 
vailing disadvantages. It tends to give 
a character to mail order stores which, 
however appropriate to certain kinds of 
town and city trade, is not always 
associated with large buying power. 
Thus we find mail order house stores 


| stocked largely, though not exclusively, 


from mail order warehouses with goods 
selected originally for rural districts 
where knowledge of style and other 


| qualities of the day are not always 


Ordinary chain stores had had a sim. | 


ilar experience. Publishers had looked 
at them askance for awhile, regarding 
them as a menace to old and _ steady 
customers. But as the position of the 
chains became more assured the old 
prejudice against them gave way; to- 
day their price-lists are to be found 
filling many columns in most of the 
country’s best-known newspapers. As 
local advertisers they are adding to the 
vogue of branded goods whose fame 
formerly depended chiefly on the na- 
tional or sectional advertising of the 
manufacturers. But whether this is of 
abiding advantage to the manufactur- 
ers, in view of the chains’ reliance on 
cut prices that must be dinned into the 
public ear, is a question into which 
we need not enter here. 

For the purposes of a report of what 
is now going on in the mix-up between 
the mail order house stores and their 
older rivals the fact of present impor- 
tance is that both sides are now using 
the daily press freely, and, according 
to information received from widely 
scattered areas, both are doing pretty 
well, all circumstances considered. 

In some of its aspects, however, the 
fight—for fight it is, reports of hos- 
pitable receptions given to mail order 
house stores to the contrary notwith- 
standing—is not so simple as it seems 
on the surface. The mail order houses 





| urban centers. 


abreast with that which prevails among 
This puts the mail or- 
der store in the dilemma of trying to 
serve two masters—one more or less 
up to date, the other a trifle behind the 
times. It is compelled sometimes to 
elect which it will most seek to please. 
In the case of the small-town stores 
they are naturally inclined to hold fast 
to the good will the parent organization 
has long cultivated through its catalog, 
and.even the larger stores are not dis- 
posed, if they are able to break sharply 
away from long use and want in their 
public contacts. 

This leads to anomalous situations. 
Some of the big city department stores 
belonging to the mail order chains are 
compelled to stick to basement bargain 
store methods. Accustomed to keeping 
administration and sales forces on a 
basis of minimum costs, the mail order 
houses are prone to run their stores 
along the lines of utmost economy. 
They choose cheap sites outside the 
beaten paths, depending on low prices 
and vigorous advertising to draw the 
crowds. Impelled by the idea that cus- 
tomers now wish to see and handle 
wares (particularly the high-ticketed 
goods) they used to be content to or- 
der from printed description, they dis- 
play their stock as conspicuously. as 
possible. Under these conditions coun- 

(Continued on page 65) 
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Graef & Schmidt in Merger 
Forming J. A. Henckels, Inc. 


Graef & Schmidt, Inc., 456 Fourth Ave., 
together with J. A. Henckels, Inc., New 
York City; Newark Cutlery Mfg. Co., 
Irvington, N. J., and Ernst Ruettgers, 
Inc., Brooklyn, New York, have merged 
and will continue under the name of J. 
A. Henckels, Inc., with headquarters at 
456 Fourth Ave., New York City. 

An addition has been built to the fac- 
tory in Irvington, N. J., and there has 
been transferred into the new building 
the manufacturing equipment of Ernst 
Ruettgers, Inc., heretofore located in 
Richmond Hill, Brooklyn. Old and anti- 
quated machinery has been weeded out 
and substituted by the most modern equip- 
ment for the manufacture of cutlery. 

The added facilities and the long experi- 
ence in the field enable the new organiza- 
tion to be in an excellent position to serve 
its clientele with the finest quality of mer- 
chandise. 

The Irvington plant will for the present 
manufacture the well-known line of “Wel- 
kut” scissors and nail files, and the firm 
will continue to distribute in this country 
as heretofore the extensive line of J. A. 
Henckel’s Twin Brand cutlery. 

The new firm will be under the man- 
agement of E. Iwerson, vice-president and 
general manager, who was connected with 
the old firm of Graef & Schmidt, Inc., 
for many years. 

Paul Kind, one of the senior partners 
of J. A. Henckels Twinworks, Solingen, 
Germany, is president. of J. A. Henckels, 
Inc. 





Charles E. Tillotson Dead 
Veteran Jobbers’ Salesman 


Charles E. Tillotson, for thirty years a 
sales representative of The Bronson & 
Townsend Co., wholesale hardware dis- 
tributor in New Haven, Conn., passed 
away on Dec. 14, 1928. 

Mr. Tillotson was born on Nov. 21, 
1871, and joined Bradley & Dann, a fore- 
runner of the present organization, when 
a boy. This concern became Bradley, 
Dann & Carrington Co. and then The 
Bronson & Townsend Co. During these 
successive changes, Mr. Tillotson grew 
and expanded with the business until at 
the time of his death, he was one of 
the best known salesmen in Southern New 
England. 

His wife and son survive. 





McKay Tire Chains Featured 
in Daily Radio Program 


On Jan. 2 the United States Chain & 
Forging Co., Union Arcade Building, 
Pittsburgh, Pa., inaugurated a series of 
radio broadcasting programs through 20 
stations of the Columbia Broadcasting 
System. 

McKay tire chains are featured together 
with a weather forecast, sent out daily 
with the exception of Tuesday and Satur- 
day at 10.55 p. m, E. S. T., immediately 
following the main program feature. For 
four weeks, starting with Jan. 2, the Mc- 
Kay name will be mentioned twice in each 





program, lasting from two to four min- 
utes on every evening except Tuesday and 
Saturday. 

The company believes that, although only 
a very short broadcasting period will be 
used, the twenty broadcasts through 20 
stations will have a noticeable effect on 
the sale of McKay tire chains. 





Edward S. Knisely Retires 
from Bethlehem Steel Co. 


Edward S. Knisely, until recently vice- 
president in charge of sales for the Beth- 
lehem Steel Co., Bethlehem, Pa., retired 
from active service with that company on 
Jan. 1, terminating an association of 38 
years. He has made no definite future 
plans and will spend the remainder of the 
winter in Florida. 

Mr. Knisely became identified with the 
company in 1890 as an apprentice ma- 
chinist and served in various manufac- 
turing departments for 11 years. In 1901 
he entered the sales department and three 
years later was placed in charge of the 








E. S. KNISELY 











Pittsburgh office, representing the com- 
pany in the territory west of the Alle- 
gheny Mountains. He established offices 
at Chicago, St. Louis, Detroit, and Cleve- 
land, and was Western representative in 
charge of these offices, with headquarters 
at Pittsburgh, for eight years. 

In 1915 he returned to Bethlehem as 
head of the general sales department, later 
becoming a vice-president of the company. 
During this latter period he was active in 
merging the sales departments of the vari- 
ous companies acquired by the Bethlehem 
company into the organization as it exists 
today. 


William H. Wagner Dead 


William H. Wagner, president Wagner 
Mfg. Co., Sidney, Ohio, maker of cut- 
lery, died on Jan. 1. He was born at 
Sidney in 1885 and had been prominent in 
the civic and industrial life of the city 
for many years. At the time of his death 
he was a director in the Monarch Machine 
Tool Co. and the Sidney Tool Co., both 
of Sidney. 





Rock Island Mfg. Co. Names 
Wm. Etheridge Gen. Sales Mgr. 


The Rock Island Mfg. Co., producer 
of electrical household appliances and 
hardware specialties in Rock Island, IIl., 
announces the appointment of William S. 
Etheridge as general sales manager. 

The new supervisor of sales brings to 
the company more than 15 years’ experi- 
ence in merchandising electrical appliances. 
Mr. Etheridge has been affiliated with the 
Hotpoint Electric Heating Co., Ontario, 
Cal.; Edison Electric Appliance Co., Chi- 
cago; was general sales manager of 
Hamilton-Beach Co., Racine, and _ sales 
manager of electric division, American 
Flyer Mfg. Co., Chicago. 


C. A. Paeschke Re-elected Pres. 
Geuder, Paeschke & Frey Co. 


Charles A. Paeschke, president of 
Geuder, Paeschke & Frey Co., Milwaukee, 
Wis., was reelected president of the or- 
ganization at a recent meeting of the board 
of directors. 

F, J. Frey was elected first vice-presi- 
dent and treasurer; Charles Paeschke, Jr., 
vice-president and secretary; Frank Frey, 
Jr., vice-president and production man- 
ager; John F. Harmon, assistant secre- 
tary. Henry F. Millmann is manager of 
purchases; Phil Kempter, works manager, 
and Carl H. Voss, sales manager. 

Geuder, Paeschke & Frey Co. was 
founded in 1880 by William Geuder, 
Charles A. Paeschke and Frank J. Fréy, 
incidentally all brothers-in-law. The firm 
has grown from a small beginning until 
now it occupies more than 17 acres of 
floor space. Among the items manufac- 
tured are galvanized ware, tinware, ja- 
panned ware, ash and garbage cans, and 
special stampings. 


J. W. Spray Vice-President 
Timken Roller Bearing Co. 


Judd W. Spray has been appointed vice- 
president and general sales manager of the 
Timken Roller Bearing Co., Canton, Ohio. 
He has been general sales manager of the 
company since 1926 and previous to that 
was for several years sales manager of 
the automotive division in Detroit. 


National Clean Up and Paint Up 
Campaign Moves to 310 E. 45th St. 


Headquarters of the National Clean-Up 
and Paint-Up Campaign will be moved on 
or about Jan. 21 from 243 West Thirty- 
ninth Street, New York City, to the sev- 
enth floor of 310 East Forty-fifth Street, 
New York City. 

In this new location the bureau will be 
a tenant of the Western Newspaper Union, 
an organization with which the National 
Clean-Up and Paint-Up Campaign has a 
working arrangement that enables it to 
operate on an extremely economical basis. 

The new location is approximately four 
blocks from Grand Central Station. 
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Devoe Sales Convention Was 
Held in Chicago Jan. 3 and 4 


On Jan. 3 and 4, at the Edgewater 
Beach Hotel, Chicago, IIll., the Central 
and Western Divisions, numbering about 
150 men of Devoe & Raynolds Co., Inc., 
held their annual sales convention. Elliot 
S. Phillips, president of the company, and 
E. D. Peck, vice-president and general 
manager, came on from the executive 
offices at 1 West Forty-seventh Street, 
New York City, to be met in Chicago by 
J. B. Hartranft, western district manager, 
and E. T. Gray, central district manager. 








ELLIOTT S. PHILLIPS 











In opening the convention, President 
Phillips, who was recently elected presi- 
dent of the American Paint and Varnish 
Manufacturers’ Association, said: “Be- 
cause 1929 is the 175th anniversary of the 
founding of this organization, I know you 
gentlemen of the sales force will especially 
maintain in this year the standards which 
are our heritage of over a century in busi- 
ness.” He then briefly reviewed the busi- 
ness outlook for 1929, predicting an ex- 
cellent year, 

E. D. Peck, vice-president and general 
manager, next talked on “Where We Are 
Going and Why.” Following this was 
staged, for the benefit of the salesmen, a 
district managers’ meeting in which such 
subjects as new lines added, tests made, 
missionary work, newspaper and _ trade 
paper advertising were discussed. 

E. T. Gray, central branch manager, 
and J. B. Hartranft, western branch man- 
ager, spoke briefly on “The Value to the 
Dealer of Spring Stock Orders” and “The 
Advantage to the Trade of Buying Paint 
Brushes During the Brush Drive.” Presi- 
dent Phillips outlined the proper distri- 
bution of salesmen’s time and effort by 
means of a budget of activity, and award- 
ed a cup to the Detroit Branch for the 
largest increase in sales of the year 1928 
over 1927. 

On Jan. 4 Vice-President E. S. Black- 
ledge spoke on “Factory Improvements in 
1928,” followed by R. B. Ayer, C. J. Over- 
myer and E. P. Hubschmitt, each of 
whom treated various technical paint ques- 
tions, and the development of “Volac,” 
the new automotive lacquer just released 
for the market after a three-year test. 





Arthur Howland then presented and 
demonstrated his color determination ma- 
chine, speaking on “How we set up, con- 
trol and measure our color standards,” 
and pointing out that Devoe is the only 
paint company owning such a machine. 

E. D. Peck then presented the Devoe 
merchandising and advertising campaign 
for 1929, and Vincent Clausen spoke on 
the cooperation to be given the sales de- 
partment by the advertising department in 
1929. 








& 
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The convention closed with a dinner for 
executives and salesmen in the Black Cat 
Room cf the Hotel. President Phillips, 
Mr. Peck and Mr. Clausen left immedi- 
ately for Louisville for the sales conven- 
tion of Peaslee Gaulbert Co., the company 
taken over on May 1, 1928, by Devoe & 
Raynolds Co. 





A. D. Cowan Now Sales Manager 
Patent Novelty Toy Division 


A. D. Cowan, advertising manager of 
The Patent Novelty Co., Inc., Fulton, II, 
has been appointed sales manager of the 
company’s toy division. 

Ever since the company entered the toy 
manufacturing field, F. W. Dana, presi- 
dent, has supervised this division. In 
turning over the responsibility of super- 
vising the sale of “Fulton” toys, Mr. Dana 
has chosen a man well qualified to assume 
the position of sales manager. 

The company’s toy line will be displayed 
in Room 717 at the Breslin Hotel during 
the New York City Toy Fair. Both Mr. 
Cowan and Leonard Kroff, production 
manager, will be in attendance. 





P. A. Rick Dies—Secy.-Treas. 
Stichter Hardware Co., Inc. 


Paul A. Rick, secretary and treasurer 
of the Stichter Hardware Co., Inc., Read- 
ing, Pa., passed away at his home in that 
city on Jan. 1. 

J. Hunter Rick, assistant secretary and 
assistant treasurer, has been elected secre- 
tary and treasurer of the Stichter organ- 
ization, to fill the position of his brother. 

Geo. A. Rick is president of the com- 
pany and John Rick is vice-president. 





National Silver Merges with 
Nasco and S. E. Bernstein, Inc. 


The National Silver Co., 61 West 23rd 
Street, New York City, announces the 
merging of the company, with the Nasco 
Silver Co., 139 Fifth Avenue, and the 
Samuel E. Bernstein, Inc., 61 West 23rd 
Street, both of New York City, under 
the name of National Silver Co. These 
three companies have been active in the 
silverware and cutlery business since 1890. 

Samuel E. Bernstein will continue as 
president and active head of the consoli- 
dated company. He has had more than 
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35 years’ experience in the silverware and 
cutlery industries and is well equipped to 
guide the destinies of the new company. 

The National Silver Co. has recently 
opened a branch office in Los Angeles, 
Cal., under the supervision of Morris 
Bernstein, vice-president. The main office 
and showroom will continue to be in the 
Bernstein Bldg., 61 West 23rd St., New 
York City. 





Edwin H. Peirce Leaves 
. Niles Tool Works Co. 
Edwin H. Peirce has resigned as vice- 
president and general manager of the Niles 
Tool Works Co., Hamilton, Ohio, coinci- 
dent with the merger of that company 
with the Hooven, Owens, Rentschler Co. 
and the Hamilton Press Co. as the Gen- 
eral Machinery Corporation. He will con- 
tinue as a director of the Niles-Bement- 
Pond Co., New York, of which the Tool 
Works company is a subsidiary. Prior to 
his association with the Hamilton com- 
pany, Mr. Peirce was with United States 
Steel Corporation subsidiaries for 19 years, 
for a time as superintendent of the New 
Haven, Conn., works of the American 
Steel & Wire Co. and later at the South 
works, Worcester, Mass. 





Artistic Lighting Equipment 
Assn. to Convene Feb. 6 

The Eighth Annual Convention of the 
Artistic Lighting Equipment Association, 
420 Lexington Avenue, New York City, 
and the Illuminating Glassware Guild will 
be held at Virginia Beach, Norfolk, Va., 
on Feb, 6, 7 and 8. Headquarters will be 
in the Cavalier Hotel. 
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The Atlas-Ansonia Co. Formed 
in New Haven by Recent Merger 


The Atlas Mfg. Co., New Haven, Conn., 
and the Ansonia Novelty Co., Ansonia, 
Conn., were merged on Jan. 1 under the 
name of The Atlas-Ansonia Co., having 
main office and factory at 54 Grant Street, 
New Haven, Conn. 

The Atlas company manufactured coat 
and hat hooks, shelf brackets, tin spoons, 
and did a general wire-forming business. 
The Ansonia organization produced thim- 
bles, pencil sharpeners, metal stampings, 
etc. 

The new company occupies a modern 
plant, completely equipped. There will be 
no change in the personnel, but several 
new items will soon be placed on the 
market. 


W. J. Pettee Dies—President 
W. J. Pettee & Company 
W. J. Pettee, president and treasurer of 
W. J. Pettee & Co., Oklahoma City, Okla., 
passed away on Dec. 24, 1928, in Los 
Angeles, Cal., following a lingering illness. 





W. J. PETTEE 


Mr. Pettee was an outstanding merchant 
in the Southwestern States. He founded 
“Pettee’s” in 1889 and assumed the office 
of president in 1903, when the business 
was incorporated. He was a past presi- 
dent of the Oklahoma Hardware and Im- 
plement Dealers Association and for many 
years attended the N. R. H. A. Conven- 
tion. 

Pettee’s is known throughout the coun- 
try as “The Department Hardware Store,” 
as the establishment is completely depart- 
mentized. In addition to the main store 
in the center of the city, four community 
stores are operated in outlying sections. 


Quaker Hdwe. Needs Catalogs 


Manufacturers and jobbers of household 
goods and hardware are requested to send 
their catalogs to the Quaker Hardware Co., 
331 Park Road, West Hartford, Conn. 


Charles E. — Dead 


Charles E. Pope, at one time head of the 
Pope Tin Plate Co., plant of which now 
is the Steubenville works, Weirton Steel 
Co., died at Mercy -Hospital, Pittsburgh, 
Jan. 9. After the sale of the tin plate 


plant to the Weirton company in 1911, Mr. 
Pope established the Impervious Varnish 
Co., and was president of it until his death. 





| 
| 





Hollingsworth Now Corbin’s Chicago Manager 


R. G. Hollingsworth has been appointed 
manager of the Chicago office of P. & F. 
Corbin, New Britain, Conn., succeeding 
W. C. Stephens, who has resigned and 
will retire from active business. 

















R. G. HOLLINGSWORTH | 
| 





The new Chicago manager has been 
with Corbin since 1919, when he resigned | 
as the manager of the builders’ hardware | 
department of Harper. & McIntire Co., | 
Ottumwa, Iowa, and became a Corbin 
salesman. For several years he traveled 
in Minnesota, Wisconsin, Iowa and the | 
Dakotas, and in May, 1922, was called into 
the Chicago office. Mr. Hollingsworth has 
been in charge of general sales in the 
twelve States which formed the Chicago 


Fifty Years’ Service Marked 
by Biddle Purchasing Co. 
The year 1929 marks the fiftieth anni- 
versary of the founding of the Biddle Pur- 
chasing Co., 107 Chambers St., New York 
City, by the late Clement M. Biddle, Sr. 
The founder was for many years with 
the former Biddle Hardware Co. in Phila- 
delphia. He left this organization in 1876 
to become the director of the Centennial 
Exposition in Philadelphia. At its close 
he came to New York and in 1879 founded 
the company bearing his name with a clien- 

tele of 20 wholesalers. 

The organization has grown and pros- 
pered and still serves some of its original 
clients. It has also been purchasing con- 
tinuously throughout the intervening years 
from some of its present sources of sup- 
ply. 

Clement M. Biddle is president of the 
organization, John P. Cole vice-president, 
Hallock W. Beals secretary, and William 
H. Schille treasurer. 


. m. Biase ' Wants Catalogs 


Wm. F. Hanse & Sons, Freeport, Long 
Island, N. Y., have opened a store at 126 
West Main Street, Babylon, Long Island, 
N. Y., under the name of Frederick R. 
Hanse and desire manufacturers’ and job- 
bers’ catalogs. 





territory. He is well fitted to assume the 
responsibilities of his new position. 

Mr. Stephens’ connection with P. & F. 
Corbin began on Jan. 4, 1889, when he be- 
came a salesman in the Chicago territory. 








W. C. STEPHENS 











At that time H. C. M. Thomson, who 
later became president of the American 
Hardware Corp., was manager of the Chi- 
cago office, but he resigned to enter other 
business in 1901, and Mr. Stephens suc- 
ceeded him. He has been the Chicago 
manager from that time until his resig- 
nation took effect on Jan. 1. He leaves 
Chicago to live in Chula Vista, Cal., with 
the cordial good wishes of all his asso- 
ciates and a host of friends. 


Gold Medal Camp Furniture Co. 


Announces Change of Name 


The Gold Medal Camp Furniture Mfg: 
Co., Racine, Wis., has changed its name 
to Gold Medal Folding Furniture Co. No 


| change in policy or personnel has been 


announced. 


William L. Gilbert Clock Co. 
Open New York Office 


On Jan. 15 the William L. Gilbert Clock 
Co., Winsted, Conn., opened a New York 
City office and display room at 200 Fifth 
Avenue (The Fifth Avenue Building). 

Norman L. Stevens, sales manager, in 
a recent announcement states that the in- 
creasing demand for Gilbert clocks has 
necessitated a complete showing of the 
entire line in New York City. 

The Gilbert company was established in 
1807 and has continually been manufac- 
turing clocks at the same location. It is 
interesting to learn that this concern, one 
of the oldest clock manufacturing com- 
panies, should be the first to introduce 
clocks in color to fit into the modern color 
note in furnishings. 

Mr. Stevens is an aviator, having served 
with the air forces in the World War. He 
recently completed a 9000-mile business 
trip, covering a large part by airplane. 
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Haag Bros. Co. Appoints Hugh 
Sileott Gen. Sales Mgr. 


Hugh Silcott, formerly general sales 
manager of the One-Minute Washer Co., 
Newton, Iowa, has recently been appointed 
general sales manager of Haag Bros. Co., 
manufacturer of electric and power wash- 
ing machines in Peoria, Il. 

S. C. Zinser, assistant advertising man- 
ager of the Haag organization, has re- 
cently taken over the duties of advertising 
manager. 


L. C. Empkie Dead—President 
Empkie-Shugart-Hill Co. 

Louis C. Empkie, founder of the Empkie- 
Shugart-Hill Co., Council Bluffs, Iowa, 
which was merged with the Lee-Kountze 
Hardware Co., Omaha, Neb., in June, 1928, 
passed away recently at his home in Coun- 
cil Bluffs. He was 83 years of age. 

Mr. Empkie was born in Germany in 
1845, and at the age of 11 came to this 
country with his parents and settled in 
Michigan. He fought in the Civil War 
and at its conclusion joined the retail hard- 
ware store of T. J. Hurford & Bro. in 
Council Bluffs. When this concern failed 
in 1872, Mr. Empkie took it over, and 
in 1892 formed the Empkie-Shugart Co., 
a wholesale hardware firm, which con- 
tinued until June, 1928, as an exclusive 
jobbing house. 








Independent Lock Executives 
Celebrate Tenth Anniversary 


Executives and foremen of the Inde- 
pendent Lock Co., Fitchburg, Mass., cele- 
brated the tenth anniversary of the found- 
ing of the organization when they gath- 
ered at the Lancaster Inn on the evening 
of Jan. 3 to honor Morris Falk, president, 
treasurer and founder of the organization. 

The Independent company was founded 
in Leominster and came to Fitchburg in 
1926. It then employed 93 persons, and 
today its employees number 250 in factory 
and branch offices. 

At the conclusion of the banquet, Mr. 
Faulk thanked his associates for their past 
cooperation and predicted a greater growth 
in the future. Edward B. Walker, secre- 
tary of the local Chamber of Commerce; 
J. Ward Healey, secretary of the com- 
pany, and others made brief speeches. At 
the conclusion of a program of entertain- 
ment, Mr. Falk was presented with a gift, 
in view of his approaching southern trip. 


Duro Co. Advances H. R. Eicher 


H. R. Eicher, assistant sales manager of 
the Duro Company, Dayton, Ohio, has 
been made sales manager of that company. 
He joined the Duro company several 
years ago as sales promotion manager. 


John H. Fairbanks Passes On 


John H. Fairbanks, prominent in Bridge- 
water, Mass., business circles for the past 
66 years, died at his home there on Tues- | 











day night, Jan. 8. Mr. Fairbanks was 
born in Boston 94 years ago, and when a | 
youth became a tinsmith. In 1863 he went 
to Bridgewater and opened a hardware 


efficiency. 
was discussed in detail, as was the method 


was held at the close of Mr. 


the oldest trustee of the Bridgewater Sav- 
ings Bank and was a vice-president of that 
institution at the time of his death. 





Guy Hubbart Addresses Western 
Massachusetts Association 


Fifty hardware dealers and their adver- 
tising managers attended the Jan. 9 meet- 
ing of the Western Massachusetts Hard- 
ware Association at the Highland Hotel, 
Springfield, Mass., and heard Guy Hub- 
bart, contributing editor of HARDWARE 
AcE, speak on “How Hardware Dealers 








GUY HUBBART 











Can Have Effective Newspaper Advertis- 
ing.” 
Charles H. Gardner, president of the 


association, at the conclusion of the sup- 
per assumed the chair and quickly dis- 


posed of the evening's routine business. 
In introducing the speaker, Mr. Gardner 


thanked him for coming up to Springfield 


from New York City, and assured him 


that the association members, coming from 
Springfield, 
had read with interest his semi-monthly 
articles in HARDWARE AGE. 


Holyoke, Northampton, etc., 


Mr. Hubbart told of the common method 


used in buying goods and how advertis- 
ing helps to sell merchandise. 
of the need for consistent advertising, and 


He spoke 


how to use minimum space for maximum 
Merchandising in ad make-up 


of selecting items for a group advertise- 
ment. 
Mr. Hubbart used charts, also adver- 


tisements prepared by association members, 
in order to emphasize certain parts of his 
talk. 
mail 
dealer advertising with manufacturers’ ad- 
vertisements. 
specific questions asked by members and 
advertising men, giving them the benefit 
of his many years experience. 
the proper method for securing an adver- 
tising appropriation and suggested how 
the sum should be apportioned. 


He touched on the value of direct 
advertising and how to link local 


Mr. Hubbart also answered 


He advised 


of advertising problems 


Hubbart’s 


A discussion 


store, which still bears his name. He was | practical talk. 














Erwin H. Funke Now With 
Wiebusch & Hilger, Ltd. 


Erwin H. Funke has joined Wiebusch & 
Hilger, Ltd., 106 Lafayette Street, New 
York City, as Eastern Sales Manager. For 
twenty-four years he was connected with 
Von Cleff & Co., covering Middle Western 
territory, with Chicago headquarters. For 
several years he was vice-president of the 








E. H. FUNKE 











latter concern. For the last three years 
Mr. Funke has been representing Adolph 
Kastor & Bro. New York City, covering 
the same Western territory. 

This business change necessitated Mr. 
Funke moving to New York City after 
eighteen years at 35 East Wacker Drive, 
Chicago, Ill. He will welcome visits from 
Western friends at the above New York 
address. 

Mr. Funke will continue as heretofore 
to import any special items of hardware 
and cutlery and will as usual give special 
and personal attention to such orders. 


L. .o Munn New President of 
Arcade Manufacturing Co. 


L. L. Munn, vice-president and active 
manager of the Arcade Mfg. Co., Free- 
port, Ill., has succeeded to the presidency 
of that organization, a position made 
vacant by the recent death of Edgar H. 
Morgan. 

B. C. Trueblood is vice-president and 
treasurer, and [ P. Gassman, secretary. 
H. F. Zartman, assistant secretary and 
treasurer, has been elected to fill the un- 
expired term of director. 


W. E. Frick Passes Away 

William E. Frick, president Frick-Reid 
Supply Co., Pittsburgh, pipe distributing 
subsidiary of the Jones & Laughlin Steel 
Co., died Jan. 8. He founded the Frick- 


Reid company in 1893 and was its head 
from organization. He also was a di- 
rector of the Garland Mfg. Co., West 
| Pittsburgh. 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
T10oN, Hotel Marion, Little Rock, sometime in May, 1929. 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 

CALIFORNIA RETAIL HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 

ConNEcTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Blowing Rock, N. C., June 11, 12, 13, 1929, Head- 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 

IpAHO RetaiL HarpwarE & IMPLEMENT Deaters’ Asso- 
CIATION CONVENTION, Boise, Jan. 22, 23, 24, 1929. E. E. 
Lucas, secretary-treasurer, Hutton Building, Spokane, Wash. 

Ittrnors -RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuHIBITI0N, Hotel Sherman, Chicago, IIl., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, III. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser Bank Building, 
Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
ExHIBITION, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
22, 23, 24, 25, 1929. J. M. Stone, secretary, 202 Republic 
Building, Louisville. 

LouIsi1ANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CoNVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MicwHican Retait HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTIon, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters, 
Hotel Statler. Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

MisstssIpP1 RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
tion Convention, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

Missour! RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Statler, St. Louis, Jan. 21, 22, 23, 
1929. F. X. Becherer, sec., 5106 No. Broadway, St. Louis. 

MONTANA IMPLEMENT & Harpware ASSOCIATION Con- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
Talmage, secretary, Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
tion ConvENTION, Denver, Colo., Jan. 15, 16, and 17, 1929. 
Headquarters not yet selected, but in all probability will be 
the Cosmopolitan Hotel. W. W. McAllister, secretary- 
treasurer, P. O. Box 513, Boulder, Colo. 

NaTIonAL House FurNISHING MANUFACTURERS AsSSO- 
CIATION CONVENTION, Stevens Hotel, Chicago, IIl., Jan. 14, 
15, 16, 17, 18. 19, 1929. Warren Edwards, secretary, 189 
W. Madison Street, Chicago, III. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets. managing director, 915-935 


Meyer-Kiser Bank Bldg., Indianapolis. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 

New ENGLAND HarpwarE DEALERS’ ASSOCIATION CoN- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 

New York StaTE RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 

NortH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 

Outo Harpware ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Bldg., Dayton. 

OKLAHOMA HarDWARE AND IMPLEMENT ASSOCIATION 
CoNnvENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomfield Building, Oklahoma City. 

Orecon Retait Harpware & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 5. 6, 7, 1929. E. 
E. Lucas, secretary-treasurer, Hutton Building, Spokane. 

Paciric NortHwest HarpwarRE X IMPLEMENT AsSO- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1, 
1929. E. E. Lucas, sec-treas., Hutton Building, Spokane. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC. CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 

SoutH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConveNTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Bldg., Atlanta, Ga. 

Texas HArpwarRE & IMPLEMENT ASSOCIATION CONVEN- 
TION AND EXHIBITION, Dallas, Jan. 22, 23, 24, 1929. Head- 
quarters, Baker Hotel. Dan Scoates, sec., College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 

WEsT VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. James 
B. Carson, secretary, 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Kansas City, Mo., 
Jan. 15, 16, 17, 1929. Hotel President, general headquar- 
ters. Sessions will be held in Missouri Theater, and the 
Western Hardware Show will be held in Convention Hall. 
H. J. Hodge, secretary, Abilene, Kan. 

WISscONSIN RETAIL HarDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 
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Fill-In Orders Accum For 


Major Portion of Hardware Trade 


NEW YORK, Jan. 15—Inventory taking having been completed by 
most hardware concerns, fill-in orders are taking the attention of 


jobbers at this time. 


Reports from important market centers indi- 


cate a satisfactory volume of business for 1928 as shown by the 


annual check-up. 


Staple lines and spring goods are showing considerable improve- 
ment, and the outlook for the immediate future seems bright. 

Employment in most industrial centers remains at a high level 
and there is every anticipation of a continuance of this condition. 

Price changes at this time are not numerous, but such as there 


are incline toward advances. 
Collections are fair. 





Bank Debits Up 36.5 Per Cent 
in Week to $20,688,096,000 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks 
in leading cities for the week ended Jan- 
uary 2, which like the week before in- 
cluded but five business days, aggregated 
$20,688,096,000, or 36.5 per cent above the 
total of $15,152,277,000 reported for the 
preceding week, and 12.5 per cent above 
the total for the week ended January 4, 
1928. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to about 
$19,641,680,000, as compared with $14,- 
392,917,000 for the preceding week and 
$17,410,980,000 for the week ended Jan- 
uary 4, 1928. 


Commercial Failures Rise 
Sharply in First Week of Year 


The first week of a year invariably 
brings a considerable rise in the number 
of failures in the United States, but the 
current report to R. G. Dun & Co. is 
better than that of a year ago. Thus the 
returns for the first week, of five business 
days only, show a total of 473 defaults, 
which is 36 less than the 509 insolvencies 
for five days in 1928. There are decreases 
this week in the South, the West and on 
the Pacific Coast, the reduction in the 
West being especially marked. In the 
East the number is practically the same 
for both years. 

With a total of 39, failures in Canada 
this week closely approximate the 36 de- 
faults reported to R. G. Dun & Co. a 
year ago. 

Bradstreet’s reports 373 failures for the 
week in the United States, as compared 
with 331 for the previous week and 400, 





466, 504 and 525 for the corresponding 
weeks 1928 to 1925. The New England 
States had 40, Middle Atlantic 144, West- 
ern 80, Northwestern 23, Southern 56 and 
the Far Western 30. Canada had 56 de- 
faults for the week, against 29 for the 
preceding week. In the United States 
about 70 per cent of the concerns failing 
had $5,000 capital or less and 20.6 per 
cent had from $5,000 to $20,000 capital. 


Record Efficiency Reported in 
1928 Freight Movement 


The loading and movement of revenue 
freight during 1928 was handled with the 
greatest operating efficiency ever attained 
by the railroads of this country, the car 
service division of the American Railway 
Association announced on January 8. 

Not only were fewer trains and loco- 
motives required than ever before in pro- 
portion to the amount of traffic transported, 
but the average load per train was greater 
and shippers received the best service ever 
afforded them, due to the increased prompt- 
ness with which freight shipments were 
handled during the year, the association 
stated. 

Statistics for the year show that there 
were 51,576,731 cars loaded with revenue 
freight, which is a decrease compared 
with 1927 of 59,075 cars, and a decrease 
under the 1926 figures of 1,522,088 cars. 

For the week ended December 29 load- 
ing of revenue freight amounted to 667,586 
cars, a decrease, due to the Christmas 
holidays, of 230,382 cars, compared with 
the corresponding week in 1927, and a 
decrease of 66,695 cars under the same 
week in 1926. 

All districts, except the Allegheny, Cen- 
tral Western and Southwestern, reported 
decreases in the total loading of -all com- 





modities, compared with the same week 
in 1927, while all except the Southwestern 
reported decreases, compared with the 
same period in 1926. 


Week’s Price Average 97.0 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on Jan. 6 that the previous 
week’s wholesale commodity prices, based on 
Dun’s quotations, averaged 97.0 per cent. 
The December average was 97.0 per cent; 
the yearly average was 98.2 per cent. The 
purchasing power of the dollar was 103.1c 
on a 1926 basis of 100c. The December 
average was 103.lc; the yearly average 
was 101.8c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
92.9. The December average was 93.0; 
the yearly average was 93.8. 

The Italian index on the revised 1926 
for the week ended December 29 
75.9. The average for November 


level 
was 
was 75.8. 


1928 Highest Year on Record in 
the Construction Industry 


The 1928 construction volume was the 
highest in the history of the country, 
according to F. W. Dodge Corporation. 
Contracts let on new building and engi- 
neering work in the 37 states east of the 
Rocky Mountains during the past year 
reached a total of $6,628,286,100. This 
figure was 5 per cent ahead of the total 
for the year 1927 and it was 4 per cent 
in excess of the total for 1926. The 
previous high record had been held by 
1926. The territory covered in the 37 
Eastern States represents about 91 per 
cent of the country’s total construction. 

There was $432,756,300 worth of con- 
tracts let on new construction work dur- 
ing December. The above figure was 8 
per cent below the total for November, 
1928, and there was a drop of 9 per cent 
from the December, 1927, record. Analysis 
of last month’s contract record showed 
the following important classes of work: 
$178,323,100, or 41 per cent of all con- 
struction, for residential buildings; $80,- 
194,000, or 19 per cent, for public works 
and utilities; $66,772,600, or 16 per cent, 
for commercial buildings; and $38,247,900, 
or 9 per cent, for industrial projects. 

Contemplated new work was reported 
in this territory to the amount of $725,- 
178,800 during December. This figure 
shows a drop of 22 per cent from the 
amount reported during the preceding 
month and there was a loss of 27 per cent 
from the amount reported during the 
month of December, 1927. 
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Atlanta Trade Shows Improvement— 


i rthys 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., Jan. 10. —General business as reported by local 
jobbers is very satisfactory with consideration of the condition of 
the territory at the present time. Although the volume of business 
for the 12 months in 1928 is just a little below that of 1927, optimism 
is prevalent and jobbers believe that business will be good during 
the first quarter of 1929 and that the increased volume by May, at 
which time they close their year, will be sufficient to bring business 


up to or past that of last year. 


Business has shown an improve- 


ment since the first of the year, but still does not quite come up to 


the mark of this time last year. 


Retailers are completing their 


inventory and are now expected to buy freely to round out stocks 
and to place orders for spring merchandise. 
Prices in general show little change with the exception of barb 
wire, which shows an advance and prices are expected to advance 
soon on chains, builders’ hardware, screen wire and poultry netting. 
Collections are reported as being fair. 





AXES.—Orders are fair and stocks are 
breaking. Prices have not changed. 


JOBBERS’ QuoTaTes TO RE- 
TAILERS, F.O.B TLANTA, GA.: 

Single bit, first aban, unhandled, 
14.75 per doz.; first quality, handled, 
19.25 per doz.; single bit, second 
quality, unhandled, $13.10 per doz.; 
single bit, second quality, handled, 
$16.50 base. 


BOLTS, NUTS AND RIVETS.—Not 
moving so fast. Prices show no change. 


JOBBERS’ quoTATricts TO RE- 
TAILERS, F.O.B. ANTA, GA.: 

Carriage and lh Ag bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. tove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag 
bolts 60 per cent. Rivets, large, $4 
base per 100 lb. Small wagon rivets 
at 60 per cent. 


CORRUGATED ROOFING.—This com- 
modity shows only a fair movement. 


JOBBERS’ quet Ane TO RE- 

TAILERS, F.O.B. ATLANTA, GA.: 
$4.00 per s uare is aaa, with 10 

cents added for 11 and 12 ft. lengths. 


PLOW GOODS.—A heavy movement 
of plow goods reported. Prices are the 
same, 


JOBBERS’ quot Ae TO RE- 
TAILERS, F.O LANTA, GA.: 

W. B. Boy Dixie poms $3.75 each; 
WB Farmers oa 4.67; WB Lit- 
tle Giant, $4. Scones Cracker 
garden, $3.33; The spring tooth cul- 
tivators, $5.25; Little Joe harrows, 
$4.42; 56-tooth drag harrows, $21.35; 
60- tooth, $24.60; 39-tooth weeders, 
$13.75; q-knife stalk cutters, $52.40: 
9-knife, $52.95; ow Law cotton 
planters, $6.25; chain guano distribu- 
tors, $8.00; knocker guano, $8.00; 
Georgia stocks, % in. ft., $2.33, 5-16 
in., $2.38; 3-8 in., $2.48: Universal 
gtocks, bent foot, $2.53; welded foot, 

Georgia stock handles No. 1, $8.00 
per dozen; extra long No. 1, $8.75; 
rough straight plow handles, 4% 
feet long, $3.62 per single dozen. 


ROPE. — Business continues 
Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cotton.—Cotton — is quoted at 
28c. to 36c. per poun 


good. 


Manila.—% and riarger, 25c. per Ib.; 
, 26c. per Ib.; per lb.; %, 
28c. per Ib.; 5- ‘se” 29e. per lb.; Ke. 


29c. per Ib. 
SAWS.—Demand 
show no change. 


is fair and prices 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA “3 
“Simonds” cross cut saws. —No. 1 


0214, 5% ft., $3.20; 


ft. 
$3.45; 3, 200, 5% ft., $4. 50; No. 200, 
t 0. 


No. 12, 5 ft., $5.10; No. 12, BS 
No. 12 6 ft., $7; No. 8, 5% f 


STOVES.—There still idles to 
a good demand in this line. 


JOBBERS’ yb et TO RE- 
TAILERS, F.O.B TLANTA, GA 

Nesco Oil Sook Abn 2 burner, 
$19.25 each list; 3 burner, $25.00 each 
list; 4 burner, $32.00 each list; 5 
burner, $43.25 each list. 

High shelves for above, 2 burner, 
$5.90 each list; 3 burner, $7.50 each 
list; 4 burner, $9.10 each mat; 5 burn- 
er, $11.25 each list. 

Nesco Rockweave wicks; $3 per 
doz. list; chimneys, complete, $1.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 
per cent discount. 


Perfection.—Oil range, white por- 
ecelain with built-in oven—No. 339 
with 5 Superfex burners, $143; No. 
279, $123; No. 169 Range, black and 
gray, $100. Stoves—No. 74, 4 burn- 
ers, $31; No. 73, $24.25; No. 72, 
$18.50 


Dealers’ discount on net purchases 
of less than $100, 30 ner cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 ner cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31: No. 
43. 3 burners, $24.25; No. 42, $18.50. 

Puritan discounts the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline).— 
White porestess range with built-in 
oven, No. 759, $132. Stoves—No. 714, 
4 burners, $39: No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 

Wicks.—Oil Stove Wicks.—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 


be 


TRACE CHAINS.—Demand 
and is moving in good volume, 


WIRE PRODUCTS. — Deliveries 
slow at present. 


Plain 








Optimism Is Prevalent for 1929 


Dealers’ discounts the same as on 
Perfection stoves. 
Perfection. — Portable kerosene- 
ro heaters, oo yt 

ge orcelain, Pyrex. globe, 
i po Re _" Pyrex ‘globe, 
No. 1530, k. drums, nick+ 
Sed p Ban Pm 39. 50: No. 525, black 

drums and trimmings, 50. 

Dealers’ discounts the same as on 
Perfection stoves. 

Ovens, Perfection.—No. 211, 1 burn- 
= plain door, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 2 burner, glass 
drop door, $6.70. 

Puritan.—No. 42G, 2 —o, glass 
drop door, $5.75; No. 42, burner, 
steel drop door, $5.50. 

Dealers’ discounts on Perfection 
and Puritan ovens the same as on 
Perfection stoves. 

Heaters, Cast Iron.—Hot blast, No. 


burning 


12, low, $11.35 each; No. 14, $12.10: 
No. 12, regular, $12. 65; No. 14, $15.00: 
No. 16, $7.60; No. 18, .00. 

Box heaters for wood a in. jong. 
3.75 each; 22 i, 85; 25 in., $6.05 

8 in., 30 2 $8.15; 34 in., 


$10.50; 36 in., ” $11. 

Common coal ot ll No. 44, $3.70 
each No. 55, $4.45; No. 66, $5. 25: No. 
77, $6.35. 

Big Joe heaters, extra heavy ~— 


tion, No. 31, $14.15 each; No. 
$18.10 each. 


Heaters, sheet iron, 17 in., lined, 
$1.35 each; 20 in., $1.75; 24 in., $4.25. 


STOVE PIPE.—Still show good move- 
ment. 


Prices remain the same. 


JOBBERS’ reg ws: TO RE- 
TAILERS, Agee 4 Aa a Pr 

Smith Multi 12.25 
per 100 yd.; 6 ‘ne $i3. 60 per d iof 35 
7 in., $15.00 per 100 yd.; 6.06 
per 100 yd. 

me tT ee 
in., $1.35; 5% 
7 in., $2.00. 


ny corrugated, 5 
, $1.49; 6 in., $1.50; 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. ATLANTA, GA.: 


Per 100 Ib 
TMD dc vacckeeckeenekey Kiel ok ae $62.50 
SOMES 1555528 dnb sseawhbesebsb ed 69.40 
fo er tae Sree ee re 71.25 
1 RS eee ae eer 83.60 
POON. Siete staan ees eoeee 87.75 
POR), tarcustiecss cand Swhawkee 148.06 


JOBBERS’ queTancys TO RE- 
TAILERS, F.O ANTA, GA.: 





Smooth Wire, Atlnck Galvanized 
Gage Per 100 Ib. Per 100 Ib. 

$3.50 $4.00 

3.55 4.05 

3.60 4.10 

3.65 4.15 

3.90 4.45 

4.20 he 

Barbed Wire.—Per 80-rod s 2- 


point light cattle, $2.75; 2- penne | light 


hog, $3.00; 4-point heavy cattle, $3.70; 
4-point hevay hog, $3.95 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446-12%, $11. 


Poultry and Rabbit.—14 gage fence 
per 10-rod cou 1635-14, $4; 1918-13, 
$4.85; 2158, $5.5 

Steel Fence abe —“T’’ galvanized, 
5 ft., 55¢. each; formed painted, 35c. 
ae. galvanized, 6% ft., 65c. 
each: formed painted, 45c. each; ne 
galvanized, 742 ft., 70c. each; formed 
painted, 50c. each; ‘‘T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ae ine 5 18: 


vanized, $2.90 — 
mesh, bronze, P80 pe per -g 2, 





is good 


are 
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New England Retailers Are Ordering More 
Frequently and More Often Than Expected 


(Boston Office of HARDWARE AGE) 


BOSTON, Jan. 15.—With the first month of 1929 but half passed, Bos- 
ton jobbers say that New England retail dealers are ordering more fre- 


quently and more often than was expected. 


In fact, business is ex- 


ceptionally good. Further, retailers are ordering a wide variety of 


merchandise, including seasonable, standard and spring. 


In a few 


cases retailers evince enough confidence in the future to go spring one 
better, and order screen doors and wire cloth. The outstanding buying 
feature, however, is the exceptional demand for regular standard hard- 


ware. 
are selling faster than ever before. 


It may be noted, in passing, that all kinds of poultry supplies 


It is very evident that people cast- 


ing about for a living have come to the conclusion that poultry offers 
as good a chance as any, in view of the constantly rising costs of dressed 


meats. 


An executive of the largest local jobbing houses here, in discussing 


conditions, says in part: 


“There never was a time when our salesmen were not anxious to 
take an order, no matter what goods are involved. But it does seem 
to me, however, that the jobbing salesman has failed to impress upon 
the retail trade that the duty of his house is not alone to sell merchan- 


dise. 


We are primarily in business to help the retailer. 


Today the 


average of our salesmen are spending altogether too much time with 
the average New England retailer taking orders for tacks, brads, files, 


wood screws and similar small items. 


Instead, he should be talking 


bigger things with the retailer; things that count up into money for 
the retailer, such as tires, poultry supplies of importance, fencing, etc. 
Or, better still, he should be helping the retail dealer to hurry along in- 
ventory taking to the point that he should take his coat and vest off and 


help on pricing merchandise. 


In that way he would not only be an im- 


mediate aid to the retailer, but possibly be in a position to suggest big 


things.” 


AUTOMOBILE ACCESSORIES.—Cold 
weather and slippery streets in Massa- 
chusetts and southern New England 
have added materially to retail sales of 
anti-freeze compounds and tire chains. 
Up north, where snows have been more 
frequent, sales of automobile acces- 
sories have been and are slow. The 
feeling is growing among jobbers that 
tire and tube prices have reached the 
bottom, and that price changes from 
now on will be upward. For that rea- 
son they are urging retailers to antici- 
pate wants. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS F.0.B. BOSTON 

Tires.—Mansfield line, straight side, 
30 x 3% in., $8.85 each; a x 4 MK... 
$11.10; 32 x 4 in., $11. 80; 33 x 4 in., 
12.40: 32 x 4 in., : 
in., $16. 20: 34 x 4% ‘in. 
in., $21.15; 35 x 5 in., $22.70. 
5 per cent. 

Tires.—Mansfield line, balloon, 27 x 
4. 3 in., $7.20 each; 29 x 4.40 in., $7.60; 
30 4.50 in 8.45: 30 x 5.00 in., 
$10. 20: 31 x 5.00 in., $10.65. Discount 
5 per cent. 

Tires.—Mansfield line, balloon, six 
ply. 30 x 4.50 in., $11.05 each; 30 x 
5.25 in., $13.85; 30 x 5. 50 in., $15.65; 
35 x 6.00 in., $18.55. Discount 5 per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40 in.. $15.60 pe* car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
earton, 30 x 4.75 in., $9.90 per carton; 
31 x 5.00 in., $10.50; 30 x 5.25 in., 


Discount 








| 


$11.40: 29 x 5.50 in., : 
in., $13.50; 30 x 6.00 in., $12.00: 31 x 
6.00 in.. $13. 20: 32 x 6.00 in., $13.80; 
33 x 6.50 in., $16.50. Discount 10 per 
cent. In less than earton lots, 10. 
per tube should be added to the list. 

Prestone.—In % gallon containers, 


$12.90: 30 x 5.50 


$3.80 per gal.; in 1 gal. containers, 
$3.60; in 1% gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


AXLE GREASE.— Ever since the 
world started going, the thing that 
people want the most is the thing they 
cannot secure or is an effort to secure. 
There has been for some time a real 
shortage of axle grease in 1 qt. sizes, 
and a tremendous demand for it. Job- 
bers here have been successful in se- 
curing a supply at $4.10 per doz. net. 


| Demand has slumped within the past 





| 


two or three days. 


CLOCKS. — Retailers in general 
cleaned up well on all makes and styles 
of clocks during the holiday season, 
consequently there has been some fill- 
ing in business passing through job- 
bing houses. A new synchrome electric 
clock, the Hammon, that retails at 
$14.50 each, and nets the retailer 40 
per cent discount, has just been placed 
on this market and is attracting atten- 
tion. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON 
Big Ben, 


Clocks.—Westclox line, 
$2.29 each net, luminous, $3.16; Big 


| 
| 








Ben De Luxe, $2.64; luminous, $3.52: 
Baby Ben, $2.29; luminous, $3.16: 
Baby Ben De Luxe, $2.64; luminous 
$3.52. Sleepmeter, $1.40; luminous, 
$2.10. Blue Bird luminous, $1.76. 
America, $1.05; luminous, $1.58. Ben 
Hur, with base, $1.76; luminous, $2.46. 


If 2 doz. clocks of one design or as- 
sorted are purchased a discount of 
2% per cent is allowed. 

Waterbury line. — Thrift, in case 
lots of 50, 70c.; each clock; Trusty, 
silver alarm, 75¢c.; New Haven, $2.10: 
Tel Tale, square, $1.35; Boston, $2.75: 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


CONCRETE PATCHER.—A sharp ad- 
vance, amounting to approximately 50 
per cent, has been made in jobbers’ 
prices on one popular make of con- 
crete patcher. The new list and dis- 
count follows. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS F.0O.B. BOSTON 


Concrete Patcher. — Rutland line. 
No. 3, $3.60 per doz. list; No. 6, $6 
Discount 50 per cent. 


COTTON GLOVES.—As was intimated 
some weeks ago, jobbers have made a 
revision in cotton gloves. It amounts, 
in substance, to a slight decline in some 


numbers only. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON: 

Cotton Gloves. — White, flannel, 
wristers, No. 834, $1.20 per doz. net; 
No. 839B, $1.15; No. 641, $1.44; No. 
642, $1.70; No. 873, $2.10. ‘White, with 
Jersey knit wristers, No. 402, $1.90; 
No. 402B, $1.80; No. 403, $1.90; No. 
410, $3.75. White, leather —— No. 
322, $4.50; No. 213, $3.25; No. 327, 
$4.75. White, pone front. with 
gauntlet, No. 169, 15. 


CROQUET SETS.—Jobbers in Boston 
report some forward bookings for cro- 
quet sets. Business to date is ahead 
of a year ago, which indicates that re- 


| tail stocks are small, and public inter- 


est most likely is coming back to this 
wonderful game. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON: 
Croquet Sets.—Standard makes, 5% 


in. mallet, 4 ball, No. 0, $2.50 per set: 
No. H, $2.80; 8 ball, No. B, $3. 40; 6 
in. mallet, 8 ball, No. N, $4.25: 8 in. 

bafl, No. AA, $4.50; No 


mallet, 4 
AA, $6. 


a 


DISSTON GOODS.—Disston has issu-d 
new price lists which show some ad- 
vances on odd items produced, but vir- 
tually no change on regular lines. Job- 
bers have adjusted their prices accord- 
ingly. Where advances have transpired, 
the change is comparatively slight. 


ELECTRICAL APPLIANCES.—Lan- 
ders, Frary & Clark, New Britain, 
Conn., have issued new price lists on 
electrical appliances. The new sheets 
show a slight upward revision in some 
items only. In general, the line is prac- 
tically the same as heretofore. 


HOCKEY STICKS.—With continued 
cold weather making skating a pleas- 
ure, retailers have found it necessary 
to replenish stocks of ice skates. Com- 
pared with former years, orders re- 
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ceived by jobbers have been highly 
pleasing so far in January. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON: 

Hockey Sticks.—Boys’ favorite, $2 
per doz. net; Junior, $4; Expert, $6; 
youth’s special, $8; Professional, $12; 
Championship, $14; University’ s 
cial, $16; Internationa) special, 20; 
official goal, $24. 


KITCHEN GOODS.—We are at a 
period when the average retailer 
should give attention to kitchen goods 
of all kinds. Prices for such merchan- 
dise have not changed in many months, 
and, further, jobbers see no likelihood 
of a change. The latter argue it there- 
fore is practically certain the retailer 
ean order with confidence that no price 
declines will transpire. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS F.O.B. BOSTON 

Cookers.—Pressure, solid cast alu- 
minum, No. 1, 10 qt., $26.40 each net; 
No. 2, 15 qt., $29. 60; No. 3, 20 qt., 
$33.20; No. 4, 25 qt., $38. 80. 

Kettles. —Aijuminum, No. 732 2 at., 
$2 each net: No. 733, 3 qt., $2.25; No. 
734, 4 qt., $2.63: No. 736. 6 at., $3: No. 
738, 8 qt., Ta No. 740, 10 qt., $4.25; 
No. 742, 12 , $5: No. 744, 14 qt., $6; 
No. Mg R. ! at $6.25: No. 750, 20 qt., 
$7.80; N r? 2 ot. ta 75. Cast iron, 

33 each net; No 
97 No: =, 8 qt., $1. 82: 
12 qt., $2.24 


LAWN ACCESSORIES.—Orders for 
lawn mowers, rubber hose and other 
lawn accessories continue to flow 
through jobbing houses. Forward book- 
ings compare very favorably with those 
to the corresponding date last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.0O.B. BOSTON 
Hose.—Rubber, garden, ‘Commer- 
cial, % in., 6% c. per ft., net; Leader, 
% in., 6%c.; % in., 7%c.; Vigilant, 
% in., 8%c.; Olympia, % in., 8%e.; 
Good Luck, % in., 10c.; Milo, % in., 
10%c.; Bull Dog, % in., 13%c. 
Lawn Mowers. —Roller bearings, 16 
+» $18.25 each, net; 18 in., $19.50; 
20 in., $20.75; roller, ‘bearers, 16 in., 
$16.75; 18 in., $17.50; 20 in., $18.75. 
Automatic style, 11- ag 16 in., $12; 18 
; 20 in., $14. Style 10-4, 14 
75; 16 in., $10.50; 18 in., $11.25; 
. Style 9-4, 14 in., $9; 16 
; 18 in., $10; 20 in., $10.50; 
$14.25; 


high wheel, 
$10; 


18 in., i 

style 8-4, 14 in., $8.50; 

18 in., $9. 30; special, style 8-3, 

bearings, 12 in., $5.40: 14 in., 

16 in., $6.20; 18 in., $6.60. 
Rakes.—Lawn, wooden, 3 

steel, Hub, $9 per doz. net; 


bow, 
3 bow, 





steel, hand made, $10. Wood handle 
on rake with 24 teeth, 24 grade, $6.60 
per doz. net. 
PYREX WARE.— Manufacturers of 
Pyrex ware are out with a new special 
deal, as they were a year ago, This 
year’s special deal is called the “Sales 
Builder,” and involves the company’s 
No. 622 quart casserole. The casserole 
costs the retailer 70c. each net, and the 
retailer, in turn, resells at $1. The 
regular resale price is $1.50. The re- 
tailer is entitled to one of these cas- 
serols at 70c. for each $1 net goods of 
other regular Pyrex goods purchased. 
The casseroles come packed 12 in a 
case. The offer expires on Feb. 28. 
JOBBERS’ YY epithe TO RE.- 
TAILERS F.O.B. BOSTON 
Pudding Dishes. —Oval, 
t. Sic. each net; No. 
; No. 034, 2 qt., 80c. Shallow ovai. 


No. "042, 1 at., 57c.; o. 043, 1% qt., 
67c.; No. 44, 2 qat., 80c. 
Platters.—Well and tree, No. 372, 
$2 each net. 
Custard Cup.—No. 410, 3 oz., 7c. 
each net. 
Tiles—Round, No. 723, 67c. each 
net: oval, Nos. 733 and 743, 67c.; 
square, No. 753, 67c 
Frames.—Casserole, No. 849, to fit 
Nos. 267 or 622, $1.08 exch net: No. 
850. to fit Nos. 268 or 623, $1.25: No. 
849%, to fit Nos. 293 or 632, $1.50; 
850%, to fit Nos. 294 or 633, $1.75. 
Pie plate to fit No. 209, $1. 


SKATES.—In common with hockey 
sticks, ice skates are selling exception- 
ally well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOST 
Ice Skates.—Union vo a No. 

524%, $1.36 per pair net: No. 424%, 

$1.74; hockey and figure, $2.69: Cana- 

dian hockey, No 5%, 3; I . 

ladies’, No. 52, 97c.: oO 

No. 5624%, $1.49; No. 

children’s bob skates, 40 
ROOFING MATERIAL. — Numerous 
kinds of roofing material such as paper 
and shingles have been reduced 15 to 
20 per cent. Prices are now consid- 
ered by jobbers to be exceptionally low 
and the trade is urging retailers to get 
in under cover. In contrast, at least 
one make of roofing coating has been 
marked up moderately in price. Re- 
vised roofing material prices are as fol- 
lows: 


JOBBERS’ typ BE ed To RE.- 
TAILERS F.0O.B. BOSTON 

Roofing Paper. — Rolled, smooth 
surface, heavy, $1.75 per roll, net; 
extra heavy, $2.05; medium $1.30; 








spat, 90c. Mineral surface, $1.8@ to 


Building Paper.—Sheathing, 30 ». 
rolls, 90c. per roll, net; 40 lb. rolls, 
$1.80; ee lb. rolls, $1. Red » 20 
lb. rolls, $63 a ton, net; 25 Ib. rolls, 
$63. Asphalt felt, 65 Ib. rolls, $65 a 


ton, net. 

Shingles.—Hexagon, three-tab, 
in., $3.84 per square, net; 12% in., 
$4.80. Giant, individual. green. 6.65; 
colored tint, $6.90. Standard in- 
dividual, $5. 40 per square, net. 

Roof Coating.—No-Tar-in., black, 
one gal. containers, $1.25 each, list; 
five gal. containers, $1.10 per gal.; 25 
gal. containers, 80c. per gal.; 50 gal. 
containers, 75c. per gal. Red, one gal. 
containers, $2 each list; five "gal. con- 
tainers, $1.85 per gal. Discount 40 
per cent. 


STOVE BOARDS.—A slight advance, 
approximating perhaps 2 per cent, has 
been made in popular kinds of stove 
boards, 


THERMOMETERS. — Thermometers, 
especially the outdoor kinds, are in 
greater demand. Retail stocks in gen- 
eral were depleted during the holiday 
trade, and it has been necessary to re- 
plenish them. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON 
Thermometers. — Outdoor, 
glass to read less than 50 deg., 
$8 per doz. net; 10 in., $10. Whit te 
enamel on_ steel, three ont test, 
complete with bracket, $7.20. Storm 
glass and thermometer, 8 in., $7.20. 
Tin, 7 in., $1.20; 8 in., $1.35, $2 and 
$13.20; 10 in., .40. Wood framed 
barometer, $6.65 Taylor 
renee Jr., 4 in. in diameter, 


“Indoor. —Standard makes, 
$7.20 per doz. - - in. $3. ‘90; S eth 
$10.80; dairy, 8 $1.80; ‘candy, 
$14.40; oven, $14. 40: tat fry, $1. 20 each. 


VENTILATORS.—Now is the time for 


| retail dealers to push ventilator sales. 
| There has been just enough snap to the 


weather, and promises to be more, to 
make a window ventilator or more nec- 
essary in every home. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Ventilators. — Windows, | sliding 
screen. Continental wood frame ven- 
are 


: 959, $6.7 
: No. "1549, $7.80, 
dozen net. 

Continental metal frame, No. 823, 
$4.50; No. 837, $4.75; 3 
No. 1137, $5.50; No. 1145, i 
1437, $7.30; No. 1445, $8.10. Prices are 
per dozen net. 

Diamond E, metal frame, No. 01, 
$4.40: No. 02, $4.80: No. 03, $5.60: No. 
1, $5.20: No. 2, $5.60; No. 3, $6.40 
No. 4. $7.60; No. 5, $8.40. Prices are 
per dozen net. 


Prices are per 





A 


“Now, George, you must come to church 
this evening. Father is preaching from 
the text, ‘Love ye one another.’ ” 

George—“Can’t we stop at home and 
practice while he preaches?” 


Lawyer (to flustered witness)—‘‘Now, 
sir, did you or did you not, on the date 
in question or at any time, say to the 
defendant or anyone else that the state- 
ment imputed to you and denied by the 
plaintiff was a matter of no moment or 
otherwise? Answer me, yes or no.” 

Bewildered Witness—“Yes or no, what ?” 





FEW EXTRA SMILES 


“Where did you find this wonderful 
follow-up system? It would get money 
out of anybody.” 

“I simply compiled and adapted the let- 
ters my son sent me from college.” 


New York School Teacher (helping 
little pupil fasten his coat): “Did your 
mother hook this coat for you?” 

Kid—“No, she bought it.” 


Well, of all things! This Girl on the 
Front Seat certainly is old enough to know 
that a goblet isn’t a small sailor. 





Which reminds us that every ship has 
a rudder because of stern necessity. 


There’s a woman peddler at the door. 
Show him in and tell him to bring his 
samples with him. 


“What is Jack so pleased about?” 

“Why, he’s got an idea for an inven- 
tion that will make him a millionaire.” 

“An idea worth millions! What is it?” 

“A cake of flying soap for shower 
baths.” 
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Prices Show an Upward Trend— 
New York Replacement Trade Very Good 


NEw YoRK, Jan. 15.—With half of January gone, local jobbers 
are inclined to be optimistic and believe that while January is sel- 
dom more than a fair month, 1929 will get a good business start. 
Average retail stocks appear low and replacement business has been 


fairly brisk on several occasions. 


Among price changes reported by local jobbers is an advance of 
from 5 to 10 per cent on chain; an advance of about 214 per cent 
on copper rivets; an advance of 2 cents per pound on solder coppers; 
steel butts and other builders’ hardware specialties are being sub- 


ject to upward revisions. 


Picks and mattocks, crow bars and 


wedges have advanced approximately 714 per cent. 

Collections compare favorably with the same time last year. 
Futures have been way behind 1928 record, but as we go to press 
are beginning to show more activity. 

December construction contracts amounted to $138,340,700 in 
New York State and northern New Jersey. Last month’s total 
was 2 per cent ahead of the total for the preceding month and it 
was 7 per cent greater than the total for December, 1927. Analysis 
of the December building and engineering record showed the fol- 
lowing items of importance: $64,429,900. or 47 per cent of all con- 
struction, for residential buildings; $24,470,500, or 18 per cent, for 
public works and utilities; $19,752,200, or 14 per cent, for commer- 
cial buildings; and $9,594,500, or 7 per cent, for educational proj- 
ects, according to F. W. Dodge Corp. reports. 

During the year 1928 there was $1,814.316,800 worth of new con- 
tracts let on new building and engineering work in New York 
State and northern New Jersey. When the above figure was com- 
pared with the total for the year 1927 there was an increase of 8 


per cent. 


Contemplated new work reported last month in this territory 
amounted to $195,026,200. There was a drop of 2 per cent from 
the amount reported in November, 1928, and there was a loss of 17 
per cent from the amount reported in December, 1927. 





BATTERIES.—A normal demand for 
this season of the year exists. Prices 
are firm and full stocks are reported by 
local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Dry cells, No. 6, ignition type, 
—_ No. 7111, same type, 35%c. 
eac 


Hercules, No. 6, 
each in lots of 50. 

B batteries, No. 771, 42c. each; in 
units of 5, 39¢. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 each; 
No. 7638, $1.05; in units of 5, $1.05 
each; No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each; heavy 
duty, Te type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3. 20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each: in 
units of 5, $2.97 each. 


BOLTS AND NUTS.—There has been 
no change in price. Demand is steady, 
but not very heavy. Wholesale stocks 
are adequate. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 
Carriage bolts, 55 off list. 

lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 


ignition type, 23c. 


Case 





larger to 1 by 39, 
1% to 1%, 30 off 


off list. Case 
Step bolts, 


50 and 10 off list; 
50 per cent off list; 
list. 
Coach screws, 55 
lots, 60 per cent off list. 
50 per cent off list. 
CARPET SWEEPERS. — The demand 
for the colored models continues. Stocks 
are full and prices remain the same. 
JOBBERS’ QUOTATIONS ae RE- 
TAILERS, F.O.B. NEW YOR 
Carpet sweepers, Standard, ss each; 
Universal, japanned, $3.50 each ; Uni- 
versal, nickel plated, $3.83 each; 


Grand Rapids, japanned, $3.67 each: 
Grand Rapids, nickel plated, $4 each; 


Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—The normal demand has 
continued after the holiday season. 
Prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 


nous, 
luminous dial, $1.76; 


Blue Bird, 
Blue Bird, $1. 22; Sleepmeter, $1.40; 








Sleepmeter, luminous. dial, $2.10; 
American, $1.05. 
Auto clocks, Westc lox, plain, $1.76; 
same luminous, $2.46. 
FLASHLIGHTS.—The increased de- 


mand reported by jobbers is expected 
to continue. No change in prices is 
anticipated. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10; 
No. 2672, $2.08; No. 2674, $2.08; No. 
697, $1.49; No. 2642, $2.73; No. 2644, 
$2.73; No. 2660, 81c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 

Flashlight assortments, No: 7, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


FLASHLIGHT UNIT CELLS.—The 
replacement business is said to be sat- 
isfactory. Full stocks and firm prices 
prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Evere ady Flashlight unit cells, No. 
703, 19'%c.; No. 106, 13c.; No. 710, 
68e.; No. 734, 40c.; No. 750, 13c.; No. 
761, 19%c.; No. 950, 6iyc.: No. 935, 
6%c.; No, 409, 321%4c.: No. 705, 19%c.; 
No. 790, 13¢c.; No. 791, 13c.; No. 700, 
13. Prices are each and net. 

ICE SKATES.—tThe situation is un- 


changed, There has been very little 
outdoor ice skating in this immediate 
territory, but it is believed that when 
the first continued spell in outdoor 
skating arrives this will be a most ac- 
tive selling item. Prices have been 
firm. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 
Ice skates, hockey tubular outfits, 


with shoes, aluminum, for men or 
women, $5.25 per pair; same nickeled, 


$6.25 per pair. Racing tubulars, the 
same prices in aluminum _ finish: 
nickeled finish for men, $6.50; for 
women, $6.25. Men's sizes, 4 to 11; 
women’s sizes, 3 to 9. 

Club skate outfits, with shoes, for 


men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 


Men and 0boys, all clamp club 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. per pair; same 
nickel-plated, $1.19 per pair. Same 
hockey model, $1.31 and $1.69 per pair 
respectively. 

Women s club skates, leather back 
strap, cast steel runners, $1.12 per 


pair; same nickeled, $1.44 per_ pair; 

same hockey model, $1.57 and $2 per 

pair respectively; 8 to 11 inches. 
Extension bob sk: ates, 6 to 9 inches 


45c. per pair. Skate Keys, 5e. each: 
skate holders, $5.25 each, Skate 
sharpeners, 18%c. each. 


1314c. per pair; 


Ice creepers. No. 1, 
and No. 9, 32c. 


No. 3, 15%¢c. per pair, 
per pair. 


NAILS.—Moderate demand. Stocks 


satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 16d, $3.75 per keg; 
20d, $3.65 per keg; common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, $6.50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 
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Wire box nails, smooth, 4d, $4.45 
per keg; $4. $4.10 per keg, and 84d, 
3.95 per ke Wire finishing nails, 
= 7 3495 per keg; 6d, $4.35 


per * 4. B, $4.10 per keg, and 10d, 
$4 eg. a finishing nails, gal- 
vanised, mv $7.45 per keg; 6d, $6.85 
per keg; 8d , $6.60 per keg, and 10d, 


$6.50 per keg. 


PYREX SPECIAL.—Jobbers announce 
that this year’s Pyrex. Special is the 
No. 622 1 qt. round casserole, which 
ordinarily retails in this territory for 
$1.50, but can now be retailed at $1, 
as the wholesale cost has been reduced 
to 70 cents for a limited time. The 
dealer may purchase 12 No. 622’s with 
each $12 net order on regularly priced 
Pyrex ware. Jobbers report consid- 
erable interest being shown for this 
casserole as a Dollar Day item. 


PRESTONE.—Jobbers are doing a good 
business. Prices continue the same and 
orders are filled from ample stocks. 
JOBBERS’ QUOTATIONS, 72. RE- 
TAILERS, F.O NEW 


Preston, in roa gallon cans at 
$3.60 per gallon; in one gallon cans, 
$3.60 per gallon, and in half gallon 
cans, $3.80 per gallon. N. B.—These 
prices are all given per gallon, not 
per can. 


RADIATOR SHIELDS.—Active busi- 
ness is being done with this merchan- ' 





dise. Firm prices continue and stocks 
are said to be ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
mg veg shields, a: 


No. 1, $4; No. 1l-a, $4.50; No, 2, $4.50; 
-. 3, 5; No. 4, $5; No. 5, $5.50; No 
o. 6b, $6; No. 7, $6.50; No. 8 


$6; N 

“ioe prices are list per each 
os subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


SASH CORD.—Norma!l demand for this 
season continues. Variable prices exist. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson Spot, No. 8, 65c. 
to 67%c.; Aetna No. 8, 30c. to 33%c.; 
Phoenix No. 8, 39c. to 41c.; Sachem, 
No. 8, 38c. 

No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Prices are firm, and it is 
doubtful at the present time if there 
will be any immediate change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Wood screws, flat head bright iron, 
4744-10-10; round head blue, 424%-10- 
10; round head, iron, nickel plated, 
27%-10-10; flat head galvanized, 20- 


10-10; flat head, brass, 40-10-10; 
round head, brass, 3744-10-10. These 
discounts apply to new _ standard 


screw lists. 
Machine screws, 
head brass and iron, 
discount. 


flat_ and round 
70 per cent 





TIRES AND TUBES.—Fairly active at 


firm prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Tires and en ee tires, 
30 x 3% ge Fg 
duty oversize, $ 
$10.20; heavy duty, $12. 10; tires, 29 x 
4.40, $8; 32 x : 20, heavy duty, $17.40; 


tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 
6.20, $3 


VENTILATORS.—Good business 


is 


being done with ventilators. Colder 
weather is responsible for the recent 
interest in activity. Jobbers report sat- 


isfactory stocks and firm prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5. 50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per “doz. net. 
Continental wood 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.16; No. V959, 
$6.75; No. V1537, $5. 85; No. 1549, 
. Prices are per dozen, net. 
E, metal frame, No. 01, 


frame ventilators, 


° $6. 
No 4, * $7. 60; No. a ‘0. Prices are 
per dozen net. 

No. 01B, $3.60; No. 1B, $4.40. 

Wurldbest, List a No. 2, $2.50 
each; No. 3, $3 each; No. 4, $3.50 
each; No. 5A, $4 each; No. 6a, $4.75 
each; No. 6B, $5 each. These list 
prices are subject to a dealer's dis- 
count of 33% per cent. 





Pittsburgh Jobbers and Retailers Find 
Demand Slow—Few Price Changes 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Jan. 15.—Reports about hardware business from 


both jobbers and retailers are rather unfavorable. 


Jobbers find 


that their orders, though fairly numerous, run almost entirely to 
fill-in lots and that if the retailers’ stocks of goods are small, their 


purchases seem aimed at keeping them so. 


Leading manufacturers 


of builders’ hardware have issued new price lists; there has not been 
sufficient time for a comparison of the new and old lists, but cur- 
sory examination indicates some increases in steel goods and the 
formal publication of prices on brass goods to which manufacturers 
went last November, following a long period of advancing copper 


prices. 


No other important price changes have lately been an- 


nounced. Collections show little or no improvement. 





AUTOMOBILE ACCESS ORIES.— | 


Goods seasonal to this time of the year | 


are doing fairly well. The weather is | 
cold enough to make it dangerous to | 
allow automobile radiators to go with- 
out anti-freeze solutions, and chains 
are doing better as a result of rains 
and snows. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list jess 35 per cent; 

50 pairs and over. (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each: 


links, No. 1, $3.50 per carton; No. 2, 
$3.25; No. 3, $3. 

Radiator Compounds. — Denatured 
alcohol, 
gal.; 
or more, 


1 to 4 barrel lots, 60c. per 
5 to 9 barrels, 58c.; 10 barrels 
56c.; Prestone, 1% gal. and 





1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 
Spark Plugs.—Lots of 100 or over, 


50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 
—Business is slow in this area. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield Balloon Tires and Tubes. 
r-—Casings—, Heavy 

Heavy Duty 

Regular Duty Tubes, 


Size 4 Ply 6 ves Each 
19 in.—27x4.40 $7.20 $1.40 
21 in.—29x4.40 7.60 $9.5 1.50 
21 in.—30x4.50 8.45 11. 08 1.60 
19 in.—28x4.75 9.15 See 1.65 
20 in.—29x4.75 9.55 1.70 
21 in.--30x4.75 9.95 1.75 
19 in.—29x5.00 9.90 1.75 
20 in.—30x5.00 10.20 1.80 
21 in.—31x5.00 10.65 1.85 
22 in.—32x5.00 11.75 1.90 
18 in.—28x5.25 11.10 1.85 





19 in.—29x5.25 11.55 or 
20 in.—30x5.25 11.90 13.85 
21 in.—31x5.25 12.25 14.35 
18 in.—28x5.50 12.30 owns 
19 in.—29x5.50 12.65 14.80 
20 in.—30x5.50 es 15.65 


18 in.—30x6.00 
19 in.—31x6.00 
20 in.—32x6.00 
21 in.—33x6.00 
22 in.—34x6.00 
23 in.—35x6.00 
18 in.—30x6.50 
19 in.—31x6.50 
20 in.—32x6.50 
21 in.—33x6.50 
18 ae 
20 in.—32x6.75 
21 in.—33x6.75 
20 in.—34x7.30 

Mansfield High Pressure Tires and 


— 

~ 

oe 

° 
Soo PoPo POPPE NPP PoP tee 
DO 0 Oo NH Ordo mio: 
WNSAMN SOoOMSNSSUMNONSS 


ad 
- 


ubes: 

Heavy Heavy 

Duty Duty 

Cords Tubes 

Size Each Each 
Ne ere 5.85 $1.20 
30x3 % Extra Size Cl. 7.05 1.30 
SSE Ws. Wy visecs’ os 8.85 1.30 
Eee ae 10.05 1.60 
SE ee ey ee 11.10 1.90 
EY Dubeu seas can¥ea ee 11.80 2.00 
ee 12.40 2.05 
eee ae 12.95 2.30 
BR, Goss bo Saez wotae 15.55 2.35 
Se eer 16.20 2.45 
DRE © Gcaicw bere SSS don 16.70 2.50 
| re en ee 17.85 2.70 
PEE nia vee iden el wae 18.40 2.80 
ED RAS civk @aNewande t¢ 21.15 3.20 
WE Sckwevivswinewwers 22.70 3.40 


BATTERIES.—Demand for dry cell 


batteries is more notable for its con- 


stancy than its size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Broken Unit 

Fogwages Packages 
oe Jaa ee $2.2 $2.06 
St Seer 3.20 2.97 
eS ee ere Or 2.06 1.92 
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THE FAMOUS RETAIL COMPANY 
FoR TEN THOUSAND SHELLS 
AND THEY FAIL To sPECIFY 
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HoOozIT SHELLS! 
IT WANTED 
. REMINGTON! 
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THEY SENT THESE Hoozit \| fF 
SHELLS BY MISTAKE ON : 
MY LAST ORDER. THEYRE 





You'D NEVER 
KNow THE 
DIFFERENCE 
\F You DIDN'T 
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No. 2.80 
No. 1.14 
No. .39 
No. -97 
No. 1.30 
No. 1.30 
No. 1.92 
No 1.79 


762 3 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights. — No. 935, 6%c. each; 
No. 950, 64%4c.; No. 790, 18c.; No. 705, 
19%c.; No. 750, ; 13%c.; No. 791, 13¢. 
A "Shot.—No. 1461, $1.67; No. 1661, 


BIRD CAGES.—The recent advance in 
brass bird cages averages 7% per cent 
and now is being reflected in resale 
prices. 

BUILDERS’ HARDWARE.—Leading 
manufacturers have issued new price 
lists, which embody the advances made 
late last year in brass goods and in- 
clude some upward revision of prices 
of steel goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique coors less than case 
lots in 3 x 3 $18. 1 per 30. pair; 


Hinges. —theavy strap, » $1.85 
per doz.; 8 in., 10° _ ” $4.80; 
extra heavy T, 6 i $2.30 per doz. ; 


8 in., $3.40; 10 in., "$3. 40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9. 60 per 100 pair; 4 in., 
60; sight, 2, 3 in., $11 per 160 pair; 


4 
rede — Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.; 


4 in., 79c.; 6 in., $1. 05: safety, 3 in., 
3 Go per doz.; 4% in., $1.14; 6 in., 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


Lock Sets.—Heavy beveled, brass, 
inside $17 per doz.; front door, $2.50 
per set; steel, inside $5.25 per doz.; 
front door, $1.65. 

BOLTS, NUTS AND RIVETS.—De- 
mand is steady, with prices showing 
no change. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 

Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All 
ist. 


Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


DOOR MATS.—Demand is good, but it 
would be better if there was more of 
the kind of weather that makes house- 
keepers want to have clean rugs and 
floor. 


styles, 60 per cent off 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Cocoa, $8 to $15 per doz., according 
to size; , me, -y x 2314 in., $1 each; 
18 x 30 in 22 x 36 in., $2.15; 
35 x 48 in., 333° 


ELECTRIC DRILLS.—Very steady de- 
mand is reported for this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

No. 141, $24 each; No. 142, $32; 
iy git $48; No. 562, $35.20; No. 382, 


PAINTING SUPPLIES.—Demand is 
no more active than it usually is at this 
time of the year. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades 
$2.60 per gallon; lower grades, $2 
(white and dark greens, l5c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less in_ lots of a ton or more; 
turpentine, 75c. per gal. in barrel 
lots; raw ae oil, 11.7c. per Ib. 
in barrel lots 


SASH WEIGHTS.—Demand is only 
moderately active, but it rarely does 
amount to much at this time of the 
year. Jobbers quote retailers f.o.b. 
Pittsburgh, $42 per net ton. 


SKATES.—Fairly good demand is 
noted for ice skates, but both current 
requirements and advance orders for 
roller skates are light. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 

Roller ee Caen Hardware 
Co. line, No. Pay has pair; No. 3, 
75c.; No. 10,7 ” $1.0 No. 6, $1.55; 
Winslow line, No. 38%, $1.50; No. 38, 
a af No. 38, rubber-tire, $2.50 per 


= Skates—Winslow line, No. 2110, 
65c. per pair; same L. S., $1.12; No. 
2120, $1.20. Same, L. S.; $1.50; No. 
2140, $2.20; same, L. S., $2.50. 


WEATHER STRIPPING.—Winter re- 
quirements do not yet appear to be sat- 
isfied, 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 
Meta- gg % in., $19.50 per 1000 
w $26 per 1000 ft.; cushion, 
No. 18, $2.40 per 100 ft.; No. 
15 $2.85 per 100 ft.; No. 20, $3.25 per 


Burfo, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 im., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.26 per craton of one 
door set. 





WINDOW VENTILATORS.—Anéd still 
there is a fair call for this line. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. S diet ae ai 

Continental, metal frame 
$4.50; No. 837, $4.75; No. baa 35 “20: 
No. 1137, $5.50; No. 11465, 6.30; 
1437, $7. 30; No. 1445, $8.10. ces ae 
per "doz Ze, net. 

Continental wood frame ventilators, 
No. ‘ne $3.60; dan har $4.05; No. 
V937, $4.50; No. 6.16; No. V959, 
$6.75; No. V1537 ‘so 352 No. 1549, $7.80. 

ices are per doz., net. 


Diam ~~ a metal frame, No. 01, 
$4.40; No. , $4. 80; No. 03, $5.60; No. 
1 $5. 20; No. 2, $5.60; No, $)8$6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz, net. ' 

Schumacher, wood frame,” sheet 
steel, No. 831, $2.75 per doz.; No. 
1137, $4.50. 


be hag a —All ve | pee. 2, #. 5@ 
each; No. $3; “oe No. 5A, 
$4; No. ga. fis: me all list, 
subject to } mvt By y Ba Bs of 33% 
per cent. 


WIRE PRODUCTS.—There is some in- 
crease in inquiry for fence and fencing 
supplies, but sales still are rather light. 
Nails are moving only moderately well 
from jobbers’ stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Fence Wire 
per 100 lb. Annealed —_— 
ge A Sto 8 GABOs.c.0c8 3.00 





Barbed wire (per ‘-1ca spool) 


DGEE NERD Gish sks cccsesccucce 2.97 
SG GME. tcl cbskuboeanswseeeee 18 
4-point —, Sedbdediresccseseosts WEE 
S-POINt GRETNO 6cccsesccccce ceevns Bae 
2-point cattle eRe OCial) ..ccccccs 2.25 

i ire Fence “(per 100 





4. 
267 .. 60. 
Steel REET, Posts: pines 
i er Prin oy - ; 
ubular ngle Stee 
5 ee ee 50c. each er pniten 
4 SRI --..55¢c. each 38c. each 
: . baakeioede ----65c. each 40c. each 
a RS ae ae 45c. each 


Bright nails, base per keg, $3. 





Prospects for Good Business Continue 
in Northwest Territory—Prices Steady 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Jan. 15.—With inventories practically all out of 
the way, business is turning toward the opening of the activities 


for the new year. 


Prospects continue to look good for business in 


all lines, and the general feeling seems to be that the Northeast has 
before it one of the best years in its history. 

Prices have shown no changes so far, and revisions will doubt- 
less begin to be made in the near future. 





In the territory tributary to the Twin 
Cities the present outstanding points of 


Cities Automobile Show and the hard- 


ware association conventions. These are 


interest are the approaching Twin| occasions when retailers can combine 





a trip to the buying centers with a 
certain amount of educational recrea- 
tion. The convention of the Minnesota 
Implement Dealers’ Association last 
week brought many of the hardware 
men of the Northwest into the cities. 
AXES.—Demand is steady, with fair 
volume. Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE.- 


a TIES: 
Single bit, ba unhandled 
axes, $15 to $16. 50; “Aoebie bit, 20 to 
$21.50; Ky bi santee 19.50; 
double 


24.25 doz. net. 
BALE “TIES. » Call for this item is 
fairly good, with prices unchanged. 
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Round the World 
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PaaS 
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‘i iis me If its 





\ carave at 
Lima, Peru 





The Villa Maria 
Academy, 
Lima, Peru 


A large ware- 
house at 


Perth, ‘ 
West Australia 










” Ford Motor Co. 
~ Plant at Buenos 
, Aires, 


‘ot >. Argentine 






\, 


House for 
prizate Pull- 
man car of 
Mrs. c. 


Crossing, 
Mass. 





Bethel Jewish Synagogue at Minneapolis, Minn. 


with 
R-W 
All of the buildings, 
here shown, have R-W 
equipment. This includes 
Industrial Door Hard- 
ware, Slidetite Garage 
Door Hardware, FoldeR- 
Way Hardware, Barn 
Door Hardware Eleva- 
tor Door Hardware, Par- 
tition Door Hardware, 
OveR-Way Conveying 
and Lifting Equipment, 
andAutomaticFireDoors. 


Think of it—the same 
make of doorway hard- 
warein permanent,stand- 
ard use from Chicago to 
Australia, and from The 
Argentine to Broadway! 


What better evidence 
could we produce to 
prove the breadth and 
scope of the service offer- 


ed by Richards- Wilcox? 


Building of the 
Perdriau Rubber 
Co., Lta., 


Perth, 
West Australia 














Private stable Mm 
of f Mr. George Bei 


y 
Wheaton, 
Illinois 


The Adolphus 


otel, 
Dallas, Texas 





Shuff Battery 
Station, 
Kansas City, 


Missouri 













Car barns 
of the 
Pittsburgh 

Railway Co., 

P ittsburgh, 








1e . 
International fies 
Motor Co. é 

at Jersey City, Bh 
N. J. pee | 
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JOBBERS’ SyeTA TIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single loop bale ties, 9% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1. 68 per 
bundle, net. 
COAL HODS.—Sales are fair, with 
stocks ample, Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Japanned open coal hods, 17 in., 
; 18 in., $3.85; japanned funnel, 
17 in., 3 .30; 18 in., $4.90; galvanized 
open, in., $4.65; 4 in. sh 40; . 
vanized funnel, 17 in., 18 * 
$6.80 doz., net. 


FILES.—Demand is still rather light, 
as shops and factories are just begin- 
ning to proceed with work for the 
year. Prices have not changed. 


JOBBERS’ gp lalda gy TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Nicholson files at 50 per cent, and 

Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Call for this 
line is normal for this time of the year. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock Pails, $4.70; 18 qt., $5. 0; stand- 
ard galvanized tubs, No. & '$7; No. 
2, $7.90; No. _ sagt galvanized 
tubs, No. 1, $12. No. 2, $14.05; No. 
8, $15.25 doz., i 


GLASS AND PUTTY.—Demand is 
light, with stocks ample. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single and double strength glass, 
Minnesota prices, 83 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


NAILS.—Deliveries are light at pres- 
ent, with building operations at a low 
point, Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100 Ib. kegs at 
$3.10 per keg base. 


OIL STOVES AND HEATERS.—Call 
for this line is slow in a retail way at 
present. Dealers are beginning to look 
forward to spring business. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500, Nesco oil stoves, $72 each; 
No. 213, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 33% and 5 
per cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339-5 Superfex burners, $10; No. 279, 
$120; Stoves, No. 74, 4 burners, $29.50; 
No. 78, $23.25; No. 72, $18. Puritan 
oil ranges, white porcelain, 
built-in ovens, No. 249, $122; stoves, 
No. 44, 4 ousnere, $28.00; No. 43, 3 
burners, $23.50; No. 42, $18. Puritan 
a poe gas (gasoline) white porce- 

in range with built-in ovens, No. 


759, $128; stoves, No. 714, 4 burners, 
38: Yo. 713, $33; No. 703, 3 burners, 
26.50 list. 


Perfection ovens, io. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burners, glass drop door, 

-50; ite. #2. 2 burners, steel drop 
door, $5.25 list. 

BR, and Puritan oil stove 
wicks, $3.75 doz.; $45 gro =~ eg 

Perfection oil heat —. 

green porcelain, Pyrex ., $161 80; 
No. 1526, black japan, globe, $11 globe, 
$9.75. No. 1530, ag o, bab black 
nickel trimming, ’39. 25; 2) black 
drum and trimmings, $7. 
discounts as follows; See — 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 


to the volume of business. 





PYREX OVENWARE.—Call for this 
line is still good, with stocks well filled. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c., No. 209 pie plates, 
oes ; No. 231 utility dishes, 67c.; No. 
teapots, $1.67; No. 26 teapots, 
2. 33 and No. 953 percolator tops, 7c. 
each net. 


REGISTERS.—Demand is fair, with no 
change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, 
and wrought steel] registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales show a steady call 
for these items, with prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2 wall type, $6; and No. 20 wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. ie +4 No. 2, Pc 4 
; 3) $5; No. $5; 5, $5.50; No. 
6, $6; No. 6-b, $6. tg 7 $6.50; Ne 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each list. 


ROPE.—Call for rope is normal, with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 7-16 in. 


and larger 22c. and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. lb., base. 


SANDPAPER.—Abrasives are selling 
rather slowly in a retail way, with 
prices showing no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade sandpaper, No. 1, 80c. 
= box of 75 sheets; second grade, 
1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream net. 
SASH WEIGHTS. — Deliveries 
light, with no changes in price. 


JOBBERS’ QUOTATIONS TO RE. 


~— 


are 


iron sash weights, 
sizes, $2.10 cwt., net. 


SKATES.—Skates are still selling well, 
although it is generally conceded that 
the holiday mark the height of the de- 
mand for them. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Ice skates, No. 1624, men’s, 84c.; 


No. 524%, $1.19; No. 9% $3.31; No. 
: ladies’ skates, 
3.50; No 


num finish, $6.75; nickel finish, $7.75 
pair, net. 

STEEL SHEETS.—Call for this line is 

steady, with volume in keeping with the 

season. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at $4.75 
ewt. base (24 ga.), and ‘eo —s 
sheets at $3.90 cwt. base ae oF 


age —- iron (24 Bg 

cw ne 

STOVE PIPE, ELBOWS AND DAM- 
PERS.—Call for this line is rather 
slowing up. Stocks are ample for the 


demand. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 








dred; common iron, corrugated, 6 
in, elbows, $1. a; _ Adjustable charcoal 
iron 6 at el 2 doz.; cast iron 
wood dle aenpers 6 in. $1.25; 
coil &. - $1.15 doz. net, 


STOVE BOARDS.—Sales are growing 
lighter with the advance of the sea- 
son. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Crystallized stove boards, 28 x 28, 


$16; 30 x 30, $18.60; and 36 x 36, 
325; ‘95 doz., net. 


STOVE SHOVELS.—Sales are steady, 
with fair volume. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Stove shovels, japanned, % in., 
50c.; pane japanned, 21% in., $1.35; 
Jumbo, , japanned, 75c. doz., net. 
TIN pe are rather light at 
present, with stocks well filled. Prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x_ 28, 


$14.50 box, and roofing tin, IC, 20 x 
28 in., 8 Ib., coating, $15.50 box, net. 


WEATHER STRIP.—Sales are still 
good, although not so heavy as earlier 
in the season. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Weather strip, wood = felt, % 
in., $2.10; % in. $3; 1 $4.20; 
Wirfs full reels, "$3. 50; euler, full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS.—Demand 
is sustained, with stocks well assorted. 
Prices show no changes. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN gy 
a 


_ 1137, $5 N 
$7.30; No. 1445, $8. 10. Prices are 
per "doz. ‘ net. 

Continental wood frame eee. 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4. 50; No. V949, $6. 10; 9 959. 
6.75; No. V1537, 53 85; No. 1549, 
7.80. Prices are per doz., net. 
tal f No. 01, 

. 03, $5.60; No. 

$6.40; 

No. "No. "$8" 40. Prices are 
per doz., K, 


WIRE.—Present retail demand is light. 
Jobbers are ready for the call from 
dealers for spring stocks. Prices are 
unchanged. 


JOBBERS’ STATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattie barbed wire, $2.97 per 


80-rod spool; painted hog rbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvani wire, R 4 
cwt.; No. \ eee smooth 


wire, $3.10 ewt. 


WRENCHES.—Sales are steady, with 
volume rather light. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenc 45 per 
cent; engineers’ wrenches, -50 pe 


cent, and Trimo pipe wrenches, Pes 
per cent from list. Bemis Call 
ae, — mt 10 > = 70; 12 in., 
0; 1 2.76 each 

week a renches. — 5 and 
electrical sets in metal cases, $2. Lf 
No. 101, Master Service Set, bart 
No. 202, Heavy Duty Set. $3.8 No. 


404, Flexible Socket Set, $3; No. 608. 
Crankease Drain Plug "38.20: 
No. 90, Square Socket Set, $3.70 No. 


1817, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 
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A New and Bacy Method for 
Quickly Identifying all 
































Columbian? mac Rope 


For many years, it has been possible to positively identify 
the Guaranteed Columbian Tape-Marked Pure Manila Rope 
by means of the famous red, white and blue Tape-Marker. 
This same Tape-Marker is still used and serves as a medium 
by which the Columbian Rope Company places its signed 
guarantee right in one strand of the rope. Now, it is possible 
to identify Columbian at a glance, for every Tape-Marked 
Rope contains 


Red and Blue Surface Markers 


These markers, plainly visible on the surface, are accurate 
guides for quickly selecting a quality rope which is tangibly 
guaranteed. 


For whatever use this rope is intended you cannot obtain 
a better line than Columbian Tape-Marked Pure Manila— 
instantly recognized by the red and blue surface markers. 


Columbian Rope Company 


Auburn, N. Y. “‘The Cordage City’’ 


Branches— New York Chicago Boston New Orleans Philadelphia 
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Cincinnati Jobbers Report Seasonal Lines 
in Fair Demand—Prices Steady 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Jan. 14.—Nineteen twenty-nine has opened with local 
hardware jobbers booking a fair amount of seasonal merchandise and 
of shelf goods. Dealers are placing fill-in orders for winter goods, 
the demand for many items having been stimulated by a short period 
of cold weather. 

The volume of early spring bookings has been somewhat meager, but 
improvement is expected during the remainder of January. Among 
the more active commodities have been radio tubes and other radio 
accessories, ventilators, builders’ hardware and oil and gasoline stoves 
and heaters. Jobbers are anticipating a good demand for steel goods 
this spring, in view of the betterment in the position of farmers in this 
district. In fact, the general industrial situation is favorable for an 
active retail hardware trade in the coming months. 

Prices are holding well in all lines. Manufacturers of wire goods 
have increased their quotations $2 a ton, but this is not reflected in job- 
bers’ schedules, which remain unchanged. In builders’ hardware there 
has been an advance on certain items. Otherwise prices are the same 
as two weeks ago. 

Building activities in Cincinnati in the past year showed a consider- 
able increase over the previous year, according to the annual report of 
the local building commissioner. Indications are that construction 
work will be well maintained during the coming year. 





ANTI-FREEZE SOLUTIONS.—Zero High Pressure Cords 








slumped somewhat in the past two 
weeks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Japanned coal hods, 17 in., $3.35 
per doz.; 18 in., $3.80 per doz.; dip 
galvanized coal hods, 17 in., $4.45 per 
doz.; 18 in., $4.85 per doz. 


FIRE SHOVELS.—Retailers are well 
stocked to meet current requirements. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
No. 6, 50c. each; No. 5, 70c. each; 
No. 256, galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each. 
FLASHLIGHT BATTERIES. — Bat- 
teries for flashlights have been moving 
at a fairly good rate out of local ware- 
houses. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%¢c. 
each; small or large monocells, 6%4c. 
each. 


GASOLINE LAMPS.—This item also 
has been fairly active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Gasoline lamp, No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern, No. 220, $5.95 each; 
No. 228, $6.30 each; gasoline lamp No. 
C329, $5.50 each; No. P3829, $12 each; 
No. B329, $6.75 each; gasoline lan- 
tern, No. L327, $4.70 each. 


NAILS.—Local jobbers have not dis- 
turbed prices, despite an advance in the 
quotations of mills. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CINCINNATI: 

Common wire nails, $2.95 per keg. 
OIL AND GASOLINE STOVES AND 
HEATERS.—Stoves and heaters con~ 
tinue to sell at a good rate, especially 
in the rural districts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
in white 


weather has brought an excellent de- Tipe dans TT ee OT oe 
mand for anti-freeze solutions. Sales LS RR earrin - 11.25 9.30 
of local jobbers this season have con-| 35%4,0°77777777: AUR 1758.20 
siderably exceeded those of the pre- Balloon Inner Tubes 
vious year. Prices are unchanged. High Medium 
JOBBERS’ QUOTATIONS TO RE- = — 
TAILERS, F.O.B. CINCINNATI: 29x4.40 .........+.. $1.50 $1.29 
Alcohol Glycerine.—In 1 gal. cans, 30x4.50 .........4.. 1.60 1.40 
$1.31 per gal., or $14 per doz. gal.; in 29x5.00 Skies dave ax 5S es 1.75 1.52 
5 gal. cans, $1.24 per gal. for one to 30x5.00 ..........-. 1.80 1.56 
three cans, $1.10 per gal.; for three B1X5.25 ............ 2.05 1.84 
to five cans, $1.07 per gal.; for six or 32x6.00 ............ ° 40 2.16 
more cans; in 50 gal. drums, 75c. per 33x6.00 ..........4- 2.50 2.30 
gal. for from one to four drums; 92c. High Pressure Tubes 
per gal. for five drums or more. Se ae ee 0.90 
Eveready Prestone.—1% gal. cans, Serr iiae 1.06 
$3.08 per gal., or $3.60 per gal. in DL. xwesbhtaae wanes 1.60 1.41 
cases of 4 cans; 1 gal. cans, $3.80 per EE SAS eS tasks eae 1.70 1.49 
iy or a ia Con of 6 — Wy oo ES ey eee 1.80 1.56 
gal. cans, gal.; $3.80 per gal. in Note.—The above prices, are sub- 
ie Ra ra a es ject to additional discounts’ on spring 
drums, and in 55 gal. drums, $1.80 orders. 
per gal. BOLTS AND NUTS.—Business is of | 


Alcohol.—In 1 to 4 drums, 65c. per 
gal.; in 5 to 9 drum lots, 68c. per gal.; 
in 10 drum lots or over, 6lc. per 


gal. 

Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 

Alcohol in 1 gal. cans, 89c. per gal.; 
in case lots of 10 cans each, 87c. per 
gal.; in 5 case lots, 85c. per gal. 


AUTOMOBILE ACCES SORIES.— 
Trade in winter accessories has been 
fairly good. A few icy days resulted 
in a sudden flurry of buying in chains. 
Tires and tubes are rather slow at the 
moment, and advance spring orders 
have been somewhat meager. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 

High Medium Low 

Grade Grade Grade 
SS, eee $11.25 7.60 $6.10 
DD ccccsced 12.15 8.45 6.75 
faa 13.30 9.85 csem 
DED cn acwnee 13.80 10.20 8.40 
DEM siesvsea 16.15 12.25 10.10 
re 19.05 14.30 11.80 
kee 19.60 14.70 12.10 





moderate proportions, and prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
a and tap nuts, 60 per cent off 
st. 


BUILDERS’ HARDWARE.—Jobbers 
have advanced prices on some lines, but 
those items quoted below have not 
changed. The outlook for the next 
few months is promising for a good vol- | 
ume of building locally. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Sash Weights.—Sash weights, $1.75 
per doz. 
Inside Sets.— Square bevel inside 
sets in case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, brass finished butts, 
23c. per pair in case lots. 


COAL HODS.—The retail demand has 
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Oil Ranges.—Perfection 
porcelain with built-in ovens, No. 339 
with 5 Superfex burners, $140; No. 
279, $120; Puritan, with white por- 
celain with built-in oven, No. 249, 


122. 
. Oil Stoves.— No. 74, Perfection, 4 
burners, $29.50; No. 738, Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43, 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 r cent will 
be paid, according to volume of busi- 
ness. 

Gasoline Pressure Gas Stoves. — 
Puritan, No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 
Puritan white porcelain range, with 
built-in ovens, No. 759, $128. 

Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No, 211G, glass 
door, $2.75; No. 122G, 2. burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
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Launched On A Sea Of Opportunity 
For The Retailer 


The 711 VICTOR GARDEN SET is a natural! Three indispens- 
able garden tools—a Fork, Trowel and Weeder, of normalized steel. 
All metal, finished in deep green enamel. Snugly packed in a card- 
board container with double thickness side walls and ends. As 
strong as it is attention compelling. 711 VICTOR GARDEN SETS 
are immediately available and the season for their sale is just ahead. 
Ask your jobber TODAY for further particulars and seize the fresh 
opportunity of snappy turnover and profit in the improved latest. 


ANIMAL TRAP COMPANY AMERIC 
The Worlds Oldest Largest Manufacturers of Animal Traps 


LITITZ. Pa.2. NiaCaza FALLS ONT, 
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stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 


Oil Heaters.—Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 


Note.—Discounts the same as on 
Perfection stoves. 
Nesco Oil Cook Stoves, 2 burner, 


$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $30 each list; 5 burner, 
$41 each list. 

High shelves for above, 2 burner, 
$5.50 each list; 3 burner, $7 each list; 


4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 er 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 


and 5 per cent discount. 
PAINT SUPPLIES.—Prices have re- 
mained remarkably stable in the past 
month. Business has been rather slug- 
gish on account of seasonal conditions. 


JOBBERS’ eee TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ready mixed house paints, $2.75 


per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2 barrel 
lots, 68c. per gal.: white and red lead 
in 500 lb. kegs, 13%c. per Ib., less 10 
per cent. 


RADIO BATTERIES. — Demand for 
radio batteries has held up well in 
rural sections. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, less each, in 
Stock No. unit pkg. unit pkg. 
Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 .38 .35 
A batteries, No. 6 40 351% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Sales continue at a 
high level, but the supply of tubes has 
increased appreciably on account of 
heavy shipments from factories. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2.25 
each; MV 199 several purpose tubes, 
$2.25 each; MX201A general purpose 
tubes, $1.50 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.75 each; MX171A power 
amplifiers, $2.75 each; MX280 — 
wave rectifiers, $4.25 each; MX28 
half wave rectifiers, $7. 50 eac * 
MX226 amplifiers, $2.25 each; MY227 
detectors, $4 each. 


REGISTER SHIELDS. — There has 
been no change in this line, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Gem copper floor register, $12 per 








doz.; Gem copper wall register, $6 
per doz.; Star japanned floor regis- 
ter, $10 per doz.; Star japanned wall 
register, $5.20 per doz 


ROLLER SK ATES.—Dealers are car- 
rying good stocks in anticipation of 
continued business of at least mod- 
erate volume. 


JOBBERS’ a eso d 7%. RE- 
TAILERS, s CINCIN 

Nos. 4 and 5, $1.35 per re a No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—Business has 
been rather slow on account of sea- 
sonal conditions, but a good spring de- 
mand is anticipated. 


JOBBERS’ rangtttinnd TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper. — Light nae, 
$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal; in half 
barrel lots, 28c. per gal.; coal. tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 


Ib., 1214c.; in 5 lb. cans, 944c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10 lb. cans, 6 


cans to the box, 7%c. per Ib. 
SANITARY PRODUCTS.—Sales have 
held up to a satisfactory level and 
prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Desolvo special pipe cleaner, 10 oz. 
lots, $2.25 


size, less than case per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. De- 


solvo, triple strength, 16 oz. size, case 


of 2 doz. cans, per doz.; half 
gross lots, $3.75 per doz.; in gross 
lots, $3.50 per doz. Desolvo, triple 
strength, in 2 lb. cans, case of 1 


doz. cans, $7 per doz.; and gross 


lots, $6.50 per doz. 
Kloset Klean, 22 oz. 


size, less than 


case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 


Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 o0z., size, $3.60 
per doz.; Silvershyn, 4% oz. size. 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5. per doz.; same, 5 pt. 
size, $9 per doz.; window cleaner, 6 
oz. size, $3.60 per doz.; same 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size. 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz. and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain clean- 
-*. $2 per doz.; in gross lots, $1 per 
OZ. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per doz. 





Economy plumber, drain pipe 
cleaner, $2 per doz. 1 lb. cans. Same 
in 2 lb. cone. $3.90 per doz. The 1 Ib. 
size is packed 1, and 3 doz. to a 
carton. The 2 Ib. size is packed in 
1 and 2 doz. cartons 


SCREWS.—Shipments from local job- 
bers have been of fair proportions. 


JOBBERS’ quoTAT TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blue screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list. 


STOVE PIPE.—The seasonal demand 
for stove pipe is tapering off. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Stove Pipe.—29 gage, u.c. crated 
pipe, 4 in., $10 per 100 joints; 29 gage 
u.c, crated pipe, 6 in., 2 per 100 
joints; 29 gage u.c. crated pipe, 7 in., 
$14.50 per 100 joints; 28 gage u.c. 
crated pipe, 6 in., $12.80 per 100 
joints; 28 gage u.c. crated pipe, 7 in., 
$15.35 per 100 joints. 

Elbows.—U.c. elbows, 4 in., 95c. 
er doz. 6 in., $1.40 per doz.; 7 in., 
1.85 per doz. 


STOVE BOARDS.—tThis item is mov- 
ing more slowly as the end of the 


season approaches. 
JOBBERS’ Oy ne TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Paper-Lined Stove Boards.—24 x 24 
in., $6.85 per ee 30 x 30 in., $9.90 
per doz.; 35 x 35 $14.60 per doz. 
Wood-Lined Stove 


24 in., $11.40 per doz.; 30 x 
$18.50 per doz.; 36 x 36 in., $25.50 per 
doz. 


VENTILATORS.—Ventilators are still 
active, and jobbers are expecting a fair 
amount of business in the next month 


or two. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
og may ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No. 
se 80:° No. 959, $6.05; No. 1537, 
No. 1149, $7.10, and No. 836, 
$3.35, all prices per doz. 
Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 


1137, $5. 30; No. 1145, 6.35; No. 1437, 
$6.96 and ‘No. 1445, $7.80;' all prices 
per doz. 

Diamond E a oy metal 
type, No. 01, $4.40; No. 0: 80; _ 
03, $5.60; ae 1, ee 20; No. . $5.6 
No. 3, $6.40; $7.60, and No. . 
$8.40. All Fe E prices are per 


doz. 


WEATHER STRIPPING.—Business is 


being well sustained for this time of 


the year. Prices are steady and un- 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Wood and rubber weather strip- 


ping, No. 1, $17.25 per 1000 ft.; No. 
1%, $24 per 1000 ft.; No. 4, $34. 50 per 
1000 ft.; No. 7, $41 per 1600 ft. 


Wood and felt weather stripping, 

No. 71, $19.50 per 1000 ft.; No. 17%, 

$27 per 1000 ft.; No. 75, $46.50 per 
i 


All rubber weather stripping. No. 
9, $21 per 1000 ft.; No. 10, $28.50 per 
1000 ft.; No. 11, $35. 50 per 1000 ft. 





Misbranding of Paints and Varnishes to 


Misbranding of a product used as 
a gasket cement for automobiles has 
been taken up in a stipulation proceed- 
ing between a corporation selling au- 
tomobile accessories and the Federal 
Trade Commission. The corporation 


agreed to discontinue use of the word 
“shellac” to describe its product when 
not made from genuine shellac gum 
cut in alcohol. Provision was made for 


qualifying descriptions in cases where 
the product contained less than 100 per 
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be Discontinued 


cent shellac gum. 

Misrepresentation of paints and var- 
nishes as containing pure shellac will 
be discontinued by another manufac- 
turer, who has signed a stipulation 
agreement with the Commission. 
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PERFECT 


TEMPER 


The best known 
and known as 


THE BEST 








KELLY AXE MFG CO) | 
CHARLESTONWVA. | - 
=9-U-S-A- ©.) 


The World’s Finest 


Kelly Axe & Tool Co. 
Charleston, W. Va., U. S. A. 
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Chicago Has Increased Activity— 


Higher Prices Prevail on Some Items 


(Chicago office of HARDWARE AGE) 


CHICAGO, Jan. 15.—Since inventories, both wholesale and retail, 
have been completed, and the results in most instances were found 
gratifying, business with the wholesalers has returned to normal 
volume. Sub-zero weather has accelerated the call for many winter 


articles. 


Dealers’ orders are somewhat larger than usual, as mer- 


chants are filling in the “shorts” discovered by inventory, and are 


replacing lines broken by holiday shoppers. 
Future orders for spring delivery are also receiving the attention 


of dealers. 
mower, and roller skate futures 
low prices on screen wire have 


As a result, screen wire, ice-cream freezer, lawn 


are especially active. Some very 
developed from southern compe- 


tition, but promise to be short lived. 


Manufacturers have advanced weld- 
less chain. The new prices are from 5 
to 10 per cent higher. Local jobbers’ 
prices have not as yet reflected the ad- 
vance. Copper rivets are about 2% per 
cent higher, making the current dis- 
count 30 and 10 off. Manufacturers of 
builders’ hardware have advanced butt 
and hinge prices 2% to 5 per cent; 
broad bevel locks 20 per cent, and other 
lock patterns are 25c. per dozen higher. 
Chicago wholesalers are selling at the 
old prices for the present. 

All makers are showing their 1929 
lines of work gloves, and prices this 
year are about 5 per cent lower. 

Production in the Chicago district 
steel mills has increased to 87 per cent 
off capacity. Sales and specifications 
are in larger volume at present than 
they have been within a year. Steel 
prices are firm, and well maintained. 

The credit situation is unchanged, 
with collections averaging from fair to 
normal. 


AUTOMOBILE ACCESSORIES.—The 
tire chain demand has materially in- 
creased, due to snow and ice. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Spark Piugs.—Splitdorf, for Fords, 
50c. each; P ingirowi 58c. each; Cham- 


ion Champion Blue 
Ox ”~ $3. +7 C., 58c. each; 
lots of 100, ‘S Special Ford, 
36c. each. 

Spot a —Appleton, No. 3280, 
$6.50 each 


Chains.—Non- skid, dozen pair lots, 
34 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 1% 


Pumps. — Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.95; heavy 
duty oversize, $7.05; 32 x 4 Liberty, 
$9.75; heavy duty, $11. $0; tires, 29 x 
4.40, $7.60; 32 x 6.50, heavy duty, 
$19.80; tubes, 30 x 3%, $1.20; een 
tire tubes, gray, 29 x 4.40, $1.50 bs 

Anti-Freeze Mixtures. — Eveready 
Prestone, $3.80 gal. in can 

Glycerine. — A, 7 “$1. 80 
_ ol and glycerine solution, 
ga 


AXES.—Demand is of normal volume. 


in. cylinder, 


gal.; 
0c. 


No recent price changes have been 


made. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Handled axes, first quality, single 
bit, 3 to 4 Ib. 18 to $20 per doz.; 
double bit, 3 tp 4 Ib., $23 to $25 per 
doz. ; handled axes, service grade, 
single bit, 3 to 4 lb., $15 per doz.; 
Boy Scout axes, $11.50 doz.; motorist 
hand axes, $12 doz. 


price changes appear likely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Double Bar Moto-Bike 
$26.25; ladies’ model, $25.90; 
and boys’ juvenile model, $23.60 


BOLTS AND NUTS. 
at steady prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent dis- 


count; machine bolts, cut thread, 60 
machine 


Model, 
girls’ 


demand 





small 


per cent discount; 
bolts, rolled thread, 60-10 per cent 
discount; all stove bolts, 75-10 per 
cent discount; lag screws, 60 per 
cent discount. 

BUILDERS’ HARDWARE.— An ad- 


vance ranging from 2% to 5 per cent 
on butts and hinges was announced by 
manufacturers. Broad bevel locks were 
advanced 20 per cent and other pat- 
terns are 25c. per dozen higher on 
manufacturers’ quotations, though local 
jobbers’ prices are as yet unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
3% x 3% steel —* _ — 
and dull brass finish per 
pair in case lots; lige “eaten 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pe: heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit- keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
a cylinder front door sets, $6 per 
set. 


CHAINS.—Active demand. Weldless 
chain was advanced by manufacturers 
from 5 to 10 per cent, effective Jan. 1. 
Jobbers’ prices will soon reflect the 
advance. 





BICYCLES.—Normal activity. No early 


| 





| 
| 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. proof coil chains, $8.75 per 
100 lb.; ‘‘Trade-marked’’ coil chains, 
50-10 per cent discount. No. 00-4% 
Sectris welded cow ties, $2.75 per 
doz. 


COPPER RIVETS.—Normal demand. 
Prices were advanced 2% per cent re- 
cently and further advances are ex- 
pected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Copper rivets and burrs, 30-10 per 
cent discount. 


COTTON GLOVES.—Demand fair. 
Manufacturers are out with 1929 sam- 
ples and prices are 5 per cent lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
8 0Z. cotton gloves, $1.35 per dozen. 


ELECTRICAL MERCHANDISE. 
Good demand, especially for radio sup- 
plies. Advances are shortly expected 
on rubber covered code wire. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Electrical Merchandise. — No. 14 
rubber covered wire, $6 per 1000 ft.: 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11. 25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. age | brass key 
sockets, 13c. each; lots of 25, 12%6c. 
each; two-way plu s, 45c. each: in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 744c. each; dry cells, 
boxes of 50, %c. each; less than 
case lots, 35c. each. 

Electrical Appliances. — Iron Hot 
oint, % 20; in lots of six, $3.90; Sun- 
eam, 5; lots of six re .15; Percola- 
tor, Universal 9169, $1 

p hadi io Supplies.—Radio B batteries, 

D 779 E, $1.40 ee case lots of 5, 
$1.30; No. 770, or ackages of 
e % '80; No. tia, “dee ac em 

ee 92; $3.2 20 eac pack- 
cea of 5, $2.9 1 iy 485, Layerbilt 
battery, aa thas standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes. — UX-201A, 97 
UX-199, fi. 46%; UX-227, $2.60; UX- 
171A, $1.78%. 


FILES.—Normal demand with prices 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
First grade, 50 per cent; medium 
grade, 60-10 per cent. 


GLASS AND PUTTY.—Excellent de- 
mand. Higher prices are expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount: 
putty, pure de, $4.25 per 100 Ib., 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Prices 
have been very steady for several 
months. Sales are light at this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hammers. — First quality, as 
nail hammers, $12 fons 16 o 
chinists’ hammers, first quaiity, $9.2 20 
doz.; competitive erate, 16 oz. nail 
hammers, $6 to $8 

Hatchets. — First quality hatchets, 
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- Goleman Leaders 
sfor 19291 








Coleman 
Air-O-Gas 
Stoves 
with Instant 
Gas Starter 


Turn a valve, strike 
a match and it’s 
going. (patents 
pending). Fullcook- 
ing heatin less than 
a minute. 


Coleman 
Instant-Lite 
Lamps and 

Lanterns 

—with the New 
Coleman Instant 
Gas Lighting Prin- 
ciple. No generat- 
ing nor preheating. 
New Automatic Air 


Release and New 
Triple-Life Generator. 


Coleman 
Instant Gas 
Iron 


Lights just like city 
gas...at the turn 
of a valve and the 
touch of a match. 
No generating. No 
preheating. 


Coleman 
Radiant Heater 
with 
Thermo-Safety 
Control 


Radiants light auto- 
matically. A bigsafety 
feature. Thermostatic. 
Regulates fuel supply 
..» prevents flooding. 
Heater also has In- 
stant Gas Starter. 


(RE GE TG GE TE 
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Always good . . . but better than ever this year! A step ahead of them all... 
in STYLE... in BEAUTY. ..in OPERATING EFFICIENCY... in all-around CUSTOMER 
SATISFACTION!—That’s what you’ll say about these Coleman Leaders for 1929. 





It’s easy .. . with this splendid line . . . to get your customers to “Light, Heat 
and Cook the Coleman Way”. And it’s easy for you to get worth-while profits the year ’round! 
Now is the time to cash in on these products of steady consumer demand and quick turn- 
over. Write for descriptive literature and dealers’ net prices. 


See the Coleman Line at your hardware convention! FD.2 
THE COLEMAN LAMP & STOVE COMPANY 


General Offices: Wichita, Kansas, U. S. A. 
Factories: Wichita,Chicago, Torynto. Branches: Philadelphia, Chicago, LosAngeles 


"Re rr oe 
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No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium ‘quality 
hatchets, No. 2 broad, $12.50 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Colder weather stimu- 
lated demand. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Enterprise No. 25, $8.00 each; No. 
31, $8.65 each; No. 35, $9.50 each. 


NAILS, WIRE AND STAPLES.—Jan- 
uary orders are in improved volume. 
Prices seem steady and strong. 


JOBBERS’ QUOTATIONS ad RE- 
TAILERS, F.0.B. CHICAGO 


L.c.l. quantities common wate and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 


No. 9 black annealed wire, $3.30 per 
100 Ib.; No. 9 ee plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 1b.; polished fence staples, 
$3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Activity is largely con- 
fined to heaters. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Perfection.—No. 72 gl rig i 
No. 73, 8 burners, ied 25; 

burners, $29.50; No. 279 al’ “range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
$100 qualifying order, 334% per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 


Puritan. — No burners, $18; 
No. 43, 3 nell “sa2 No. 44, 
burners, $29.50; No 349 oil range, 


$122. Discounts same as Perfection 
stoves. 

Nesco.— No. 450R, $60; No. 400R, 
$5; No, 215-1105, $51. 50; No. 215, $41; 
No. 214-1104, $38.50; No. 214, $30; No. 
213-1103, $30.50; No. 213, $23.50; No. 
212-1102, $23.50: No. 212, $18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 334%-5 per cent. 

Ovens, Perfection. — No. 211, 1 
burner, plain door, $2.50; 211G, glass 
door, $2.70; No. 122G, 2 burners, glass 
swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 


stoves. 
Nesco Ovens. —No. 12, $1.80; No. 05, 
$2.10; No $2.25; No. 010, $3.90: 


No. 10, $4; No. 22, $4; No. 020, $4.50: 
No. 20, $4.75; No. 030, $5; No. 30, 
$5.30; No. 0301, $6; No. 301, $6.30. 
Dealers’ discount 31-5 per cent. 

Perfection and Puritan Wicks. — 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves. 

Ojl Heaters. — Perfection No. 510, 
$6.25; No. 525: $7.25; No. 1525, $7.75: 
No. 1530, $9.25; No. 16380, $11. 50; No. 
1550, $9.50; No. 1560, $11; No. 1665, 
$13.50; No. 1670, $14.50. ' Perfection 
Firelight Heaters, No. 1526, $9.75; No. 
1686, $16.50. Dealers’ discount same 
as Perfection cook stoves. 

Nesco Oil Heaters.—No. 12, $5.50; 
No. 15, $7; No. 016, $8.25: No. 1600, 
$9.75; No. 0190C, $10.50; No. 1900¢. 
$12; No. 0190D, $10.50; No. 1900D, 
$12: No. 0190K. $10.50; No. 1900E, 
$12: No. 505, $11.25; No. 605, $12.75; 
Nos. 705C, 705D and 705B, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove. — $3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 

» 348, 40c. each list; No. 515 Giant, list. 





75c. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Normal demand. 
Prices are without recent change. 


JOBBERS’ ag eye TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Linseed Oil, Raw. sees lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 
Linseed Oil, Boiled. — Barrel lots, 
—_ per gal.; 5 barrel lots, 82c. per 
ga 


Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

be gigs -—Drum lots, 7c. per 
ga 

White Lead.—100 Ib. lots, $13.25; 50 
lb. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (4% Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
Sie. per Ib.; in 100-Ib. lots, 6%c. 
per 
Fa Paste.—Barrel lots, 7c. per 


PYREX WARE.—Reorders to fill stocks 
depleted by holiday business are being 
received in good vloume. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 et 


, $1 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz 

Pie Plates. ie. — $6 per doz.; 
No. 209, $7.20 per d 

Tea Pots.—2 cu #2 doz.; 4 cup, 
$24 doz.; 6 cu p, $28 

Utility Sena-~ ie. 231, $8 doz.; No. 
232, $14 doz. 

Gift Sets.—No. 515, $3.43 per set. 


ROLLER SKATES.—Dealers are plac- 
ing orders now for roller skates for 
spring delivery. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware, boys’, $1.40; 
Union Hardware, girls’, $1.50. 


ROPE.—Sales are good as prices have 
a stronger tendency, though no ad- 
vance has been made as yet. 


JOBBERS’ 4 gp tived TO RE.- 
TAILERS, F.O.B. CHICA 
Best manila, standard ain base, 
es a Ib:; No. 2 manila, 18¢. Der 
0. 1 sisal, 15c. per Ib.;° No. 
ee. 14c. per Ib. 


SASH CORD.—Orders are hight. Prices 
remain unchanged. 


JOBBERS’ gapped TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands $8.15 r 
doz. hanks; No. 8, . $9.35 a = 7 
hanks. Competitive pace A 
$7.70 per doz. hanks; No. 8, $88 80 cat 
doz. hanks. 


SASH WEIGHTS. — Prices have re- 
mained steady for several months, with 
occasional variation on off - quality 
products. Orders are quiet until spring. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Less than carloads, per ton, $38.00; 
carloads, per ton, $36.00. 


SAWS, CROSS CUT AND WOOD.— 
Good demand at steady prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

5 ft. narrow Champion tooth, $1.55 
each; 51% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


| SAWS, HAND.—Usual activity. Un- 





changed prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.; special, 26 in., 
Competition, $6.60 doz. 


SCREEN WIRE AND POULTRY 
NETTING.—Sales are very heavy this 
month. Some radically low prices on 
screen cloth have developed from 
southern competition, but promise to be 
rather short lived. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHIC 


12-mesh, painted screen pl $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
60-10-5 per cent discount. 





SCREWS.—Demand is increasingly ac- 
tive with prices steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 47% per cent; 
round head biued, 42% per cent fat 
head brass, 40 per cent; round head 
brass, 35 per cent. Larger orders, 10 
per cent less. 


SOLDER AND BABBITT.—The mar- 
ket is strong but with no advance here 
in dealer prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 
Ib.; medium 45-55 solder, $33 per 100 
lb.; tinners 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 Ib.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—Demand is rather 
quiet. Prices are firm with no local 
price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


24 gage galvanized sheets, $4.65 
per 100 1b.; 24 gage black sheets, $3.80 
per 100 Ib. 


VENTILATORS. — Active demand. 
Prices have been the same all season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Diamond E-Metal frame cloth ven- 
tilators, 8 in. hgt. opening, 16 in. x 33 
in., $4.40 dozen; 20 in. x 39 in., $4.80; 
11 in. het. opening, 16 4 x '33 in., 
$5.20 doz.; 20 in. x 39 in., $5.60 doz. 
Continental, steel frame cotton cloth, 
833, $4.50 doz.; 837, $4.75 doz.; 
$5.50 doz.; 1145, $6. 30 doz. ‘Conti- 
nental, wood frame, cotton cloth, 836, 
$3.60 doz.; 937, $4.50 doz.; 1537, $5.85 
doz. 


WINTER SPORTING GOODS.—Snow 
and colder weather were responsible 
for improved business. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Key clamp rocker, men’s and boys’, 
bright finish, 75c. pair; half key 
clamp rocker, women’s and girls’, 
cast steel polished runners, $1. 00 
pair; half key clamp hockey, women’s 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c. 

pair; Union tubular ice skate outfits. 
$4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit; 
Nestor Johnson flyer outfits. nickel 
plated, $6.00 outfit; Strand skiis, 
edgegrain pipe, 4 ft., 60c. pair; 5 ft. 
90c. pair: 6 ft., $1.30 pair; Strand 
skiis, _ mahogany finish, 4 ft., 80c. 
pair: 5 ft.. $1.10 pair; 6 ft., $1. 50 pair. 

Sleds. —Flexible flyer sleds, 35 per. 
cent off list. - ‘ 
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Better Copy Brings More 
Customers and Bigger Volume 


(Continued from page 31) 


a hundred commonplace thoughts. Also notice the space 
at bottom with a list of suggestions, thirty-five of them, 
in addition to the displayed and priced items. 

A powerful, effective piece of hardware advertising if 
ever there was one. Study it. 


Balanced Price Ranges 


Jensen-Price Hardware Co.—Three columns by 9% 
in., exploiting gifts of utility. Mechanically this ad could 
be improved these ways: By separating each of the 
three divisions of space by a small rule, or maybe a box 
or two. Just something to break up the space. Also 
small ads like this need a few lines of introductory matter 
at the top, 10 to 15 words. And just above each of the 
three groups of items a short caption like this: “You 
need at least three of these values.” Or “How do these 
prices strike you?”, etc. Something to call attention to 
each group. 

Best Point in this ad. is the attractive variety of items 
and the balance between low, high and medium price 
ranges. 

Good Display Idea 


Brownsville Hardware Co. features eight items at 
single prices. While this one lacks one important element 
—descriptive copy—it is good otherwise. While space 
is generously used and every inch of it is worth all it 
cost because white space more than anything else makes 
an ad stand out on the newspaper page. 

Cuts are not so well placed but the items are given 
excellent display by the use of a box and underscore 
rule and white space between each line. This ad was 
gotten up quickly, no doubt, with little or no time to 
make a dummy for the printer. 

All the parts of a good ad are there but not organized 
into a complete whole. 

A suggestion: Some time, why not make up an ad 
with four sections like the box used in this one. Only 
do not put seven items in each box. Put about five items 
in each, twenty in all, and describe each alternate item 
with about 12 words of carefully written copy. 


EVERYBODY’S BUSINESS 


(Continued from page 34) 


age income of the wage-earner has reached the highest 
level since 1920, a year of inflation. In spite of record- 
breaking brokers’ loans, the ratio of reserves to deposits 
of the Federal Reserve banks is fairly good. And al- 
though comparatively recent exports of the yellow metal 
have brought us down to our “last billion” of surplus 
gold, this billion held by the Federal Reserve banks will 
support, at the theoretical maximum, nearly 30 billions 
of bank credit. This indicates no immediate danger of 
any large shortage of bank funds. 

All of this speaks well for the actual accomplishments 
of America’s doers. But unfortunately we must also 
reckon with the talkers. They tell us we should com- 
pletely change our attitude with respect to the nation’s 
financial structure. They say stocks are much more to be 
desired than bonds; that it is perfectly proper for the 
price of a stock to be 20 or 30 times the earnings of the 

(Continued on page 64) 
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The aromatic oil 
covered particles of 
finely ground coffee 
make the best beverage 
when freshly groun 












The oil of the bean makes the real good coffee. 
When the bean is ground, the little oil valves are 
broken. If the coffee is used immediately after 
grinding, the oil will make a far more delicately 
flavored coffee than coffee that has been ground 
for days, weeks, and months. 


Every dealer should know these facts; he should 
see that his customers learn the value of freshly 
ground coffee. Arcade Coffee Mills are made to 
look well in every kitchen. They are attractive, 


clean, easy to operate and economical. 
B HARDWARE 
ond TOYS 
Write us for Catalog—Ask your Jobber for Prices 


ARCADE MANUFACTURING COMPANY 
FREEPORT, ILLINOIS 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 
have been copied, the rest will be.” 


“Some of them 














Judge—“Isn’t this the fifth time you 
have been arrested for drunkenness ?” 
Old Friend Sot—‘“Don’ ash me. I 


thought you’sh keepin’ score!” 





She—“I spent ten dollars on a canary 
last week.” 

He—“That’s nothing. 
a lark.” 


I spent fifty on 





He—“Do you play golf?” he asked of 
the simple but gushing maiden. 

Gertrude H.—Dear me, no,” she bash- 
fully replied. “I don’t believe I should 
even know how to hold the caddie.” 





She—“I’m just a little atom.” 
He—“Yes, but an up and at ’em.” 





And a married man, one of them tells 
us, can’t even fool one of the people any 
of the time. 





The story is told of a Scotch farmer 
whose wife had after many years out- 
grown her spectacles and had to hold her 
reading matter at arm’s length in order 
to see the print. One night she was hav- 
ing a particularly hard time reading the 
newspaper, though she was holding it out 
as far as possible. 


“Jock,” she exclaimed, “I do wish the 





next time you go to town you’d buy me 
a stronger pair of specs.” 

“Huh,” said Jock, ever mindful of ex- 
penses, “what you need ain’t stronger specs 
—it’s longer arms.” 


JAVA HEAR THE LIKE? 

“Are you Hungary?” 

“Yes, Siam.” 

“Well, Russia to the table and I’ll Fiji.” 

“All right, Sweden my coffee and Den- 
mark my bill.” 

“Oh, Jewish coffee?” 

“Yes, it a Greece with me, so let me 
have it immedItaly.” 

“O. K. I'll bring it India.” 

















and Name of Nearest 
Manufactured by 





MOWERS 
for 1929 


A bigger line with 


new models and 
added features is 
now ready. a simple 


Our new Luxmow 
for 
teries 
lawns 
standing 
while our Trumow 
for 
home lawn is the 
finest mower for 
the money on the 
market. 


Both have 
wheels. 


Our line includes 
many models. 


Write for New Literature, Prices 


| CLARINDA MANUFACTURING CO., Clarinda, Iowa 


LAWN 


ALLI a R 


TRADE MARK REG.U.S. PAT. OFFICE 









parks, ceme- 
and large 
is an out- 
value, 





the average 


For nearly twenty years, the name 
Alligator Steel Belt Lacing has meant 
—extreme strength; serviceability; 
easy, _ application. It has meant 
smooth 

protection of belt en 
grip of steel; uniformity of steel used and 
of finished product. Every point desir- 
able. Genuine Alligator Steel Belt Lacing has them all. 


FLEXIBLE STEEL LACING CO. 
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4616 Lexington St., Chicago 
In England at 135 Finsbury Pavement. London, E.C. 2. 
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Jobber 










Look for the name Alligator ‘Steel Belt Lacing on the 
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From the Inside Out 
(Continued from page 29) 


Benjamin Franklin well said that “the eye of the 
master can do more work than his two hands,” and | 
think Benjamin was right, and the open office has led to 
a general supervision that is very useful. 


| 





But, on the other hand, there are objections to these | 


open offices. The usual plan for the man at the flat top 
desk is to have one chair next to his desk, in which the 
visitor is placed. Of course, simply for a brief greeting, 
this arrangement is all right. But suppose you call on 
one of these houses with a very important and serious 
matter to discuss. The executive places you in the chair 
next to his desk. Then the telephone rings. You sit 
and wait. Then other people, who wish to see this exec- 


utive, come and stand around. He says, “Excuse me,” | 


and then talks to these other people. You wait. Heads 


of departments come up with ideas and ask for in- | 


structions. You wait. Time passes. The story you 
have to tell is broken up. You lose interest in the whole 
proposition. You are tired of interruptions. Appar- 
ently trivial matters are consuming the time of the exec- 
utive and your own time. 


* * * 


Now let us go back to the banks. While many of the 
officers of our leading banks have their flat top desks 
out in the open, you will find in every bank private rooms, 
where these officers retire to discuss important matters. 
They do not hold stand-up meetings around their desks, 
with a long line of listeners all around the neighborhood. 
Many of our jobbing houses adopt the same plan as the 
banks. They have convenient private offices, where 
important matters are discussed. Now, please note that 
I emphasize IMPORTANT matters. 

Please note that I know very well a great many pass- 
ing matters can be discussed at the open desk. I know 
very well that the open desk is a protection to the execu- 
tive. People do not linger as long at an open desk as 
they do in a private office, but I am just taking the 
liberty of saying that in my travels I have found several 
jobbing houses who are trying to do very important 
business at these open desks, and just as an outsider 
looking in I would suggest to them that they arrange a 
convenient private office to be used now and then where 
private and confidential matters can be discussed. In 
other words, the pendulum at one time swung to pri- 
vate offices. It went too far that way. Now it would 
seem, in traveling over the country, that the pendulum 
has swung very far indeed the other way toward open 
desks, and it occurs to us that the right combination, to 
obtain the most beneficial results, would be an open desk 
for most of the time, with a convenient private office 
for special occasions. 

* * * 


An interesting development in banking, which I noted 
the other day in the new offices of the Chase National 
Bank, here in New York, is that the old-fashioned 
cashier’s cage has disappeared. The cashier works at 
a flat top counter. Apparently he is not protected by 
any wired cage or glass case. When you pass him your 
money for deposit over the counter, he makes up the 
necessary slips and then puts your money and slips in a 
container and throws it down a tube, just like in depart- 
ment stores. This money immediately disappears out 
of sight. Possibly it goes to a room in the vault, under 
the first floor, where others count the money and make 
the necessary entries. If bandits should attempt to rob 











A Friction 
Catch that 
Combines Beauty 
with Utility 








Light doors of any kind—on cupboards, 
cabinets, chests or similar storage spaces 
—can be held shut firmly by this attrac- 

tive, New No.726 Friction Catch. The 
glass knob is the only exposed part of 
the catch on the outside of the door 
—a neat, trim appearing latching 
device, wherever used ..... 
Simply made—no parts to give 
way—easily installed. Write 
for details and prices. 


FRANTZ 
MANUFACTURING 
COMPANY 
Dept. H-229 


Sterling, 
Illinois 


No Hardware 1¢ Gentle FRANTZ 
QUALITY without the Red Label- 








_HARDW ARE 





“GEM” ADJUSTABLE 
REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


While the drudgery and expense of fall housecleaning 
are still fresh in their minds, is one of the best times 
to remind your customers that “GEM” Adjustable 
Register Shields effectively protect every room and all 
its contents from basement dust, dirt 


and soot. Retail at: 
“GEM” Floor Shield, Black, $1.25; Ox. Cop., $1.50 
“GEM” Wall Shield, Black, 65c; Ox. Cop., 75c. 


















1140 BROADWAY. NEW YORK,NY 


BUY FROM YOUR JOBBER 


FOR SALES- 


Norcross Hand Garden Cultivators 
and OUT-U-KUM Lawn Weed 
Pullers sell as soon as displayed. 
The Cultivator does three times the 
work of a hoe in a given time and 
does it easier and better. The Weed 
Puller pulls weed and entire root 
without injury to the finest lawn. 
Quick sales—good profit. 

Send for Circular and Prices. 











TOOLS 











Manufactured only by 


Cc. S. NORCROSS & SONS, 
BUSHNELL, ILL., U. S. A. 














ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
A A A 
Sponsored 
crt WALES 
& SPARRE, INC. 
importers 
on™ one Sty 


i: Ansley sees \ 











ASK FOR SAMPLES 
POULTRY SHEARS 


from the most important 
Special—Factory 


EMIL GIERLING 
Solingen Germany 





Trade 
Mark 
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|this bank, they would have some difficulty in getting 


at the cash. 


This is just the old story over again. When a cashier 
locks himself up in a cage he not only bars out the out- 
sider but, unfortunately, he locks himself in. Now, 
just imagine a nice bank cashier, nicely locked up in a 
cage. Then imagine an unpleasant gunman on the out- 
side covering him with an automatic! What chance has 
the cashier? What a beautiful target he makes. 


All this reminds me of what my old boss told me 
when I was a boy. He said: “Whenever a man builds 
a wall around his house he does two things: He not only 
walls the other fellow out but he walls himself in.” Then: 
he looked at me with a smile and a twinkle of the eye 
and said: “Young man, be careful about erecting walls. 
You will learn a good deal more being free than you 
will in captivity.” 


EVERYBODY’S BUSINESS 


(Continued from page 61) 


company; that there is no such thing as a saturation 
point in any field of consumption; that the “piker’’ class 
in the stock market, the one that usually gets burnt. 
has practically been eliminated; and that the so-called 
business cycle has been forever banished. 

Our new leaders of government propose a $3,000,- 
000,000 construction reserve for the nation. This plan 
is designed to reduce the chances of widespread unem- 
ployment, and if successful will show that at last we 
have succeeded in organizing our economic system to 
provide a job for all who have the will to work. Con- 


| struction expenditures in the United States under the 


control of public authority now total more than $1,500,- 
000,000 annually, so it is clear that intelligent control 
and coordination of such spending would have an effect 
on general business. It would act as an economic gyros- 
cope. Incipient business depressions might be checked 
at the start by releasing money for building, and in- 
flationary tendencies might be curbed by a reversal of 
this process. 

It is gratifying to hear of such constructive plans 
to flatten out the bottom of the business cycle. It is en- 
couraging to note a growing sentiment in favor of a 
Government board to serve the interests of consumers 
just as the Federal Reserve Board functions in behalf of 
producers. But if the United States is to prove to the 
nations of the world that a country can actually organize 
for prosperity, some effective action must also be taken 
to prevent the development of a frenzy of optimism that 
starts millions of people on a mad rush to stake out 
claims in a future that may be totally different from the 
visions that have been built. 

In the cold gray dawn of a day of reckoning it will 
be disclosed that sudden riches are hard to hold; that 
not all conservative investors are fools; that industrial 
hazards are being increased daily by unexpected devel- 
opments in science and invention; and that big business 
cannot run wild in carrying out monopolistic aspira- 
tions. The folly of hundreds of assumptions, already 
capitalized, will become apparent. Substitute products 
will make their appearance and foil schemers who are 
seeking to exploit consumers. Stock prices settle down 


to levels determined by current earnings plus reasonable 
prospects. 
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~ Montgomery Ward’s Hand-to-Mouth Stocks Help Independents 


ter disorder is hard to prevent, and the | 


goods shown are not always at their 
best. 


Small Stocks 


serve ability to undersell the other fel- 
low, store inventories are, as a rule, 
kept very low. Catalog customers 
could always be supplied from the 
warehouse, and it seems to be assumed 
that store requirements can be made 
good in the same way. As a result 
attractive bargains at all out of the 
ordinary run of mass demand do not 
go very far. There is frequently not 
enough on hand to supply the immedi- 
ate wants of shoppers for articles of 
this kind, and the desire that may have 
been created by the specimens exhibited 
has to be satisfied elsewhere. 

This applies to the small stores as 
well as to the large ones and accounts 
in some measure for the enthusiasm 
with which local merchants greet the 
news that a mail order house is to be 
opened in their vicinity. The local 
stores are pretty sure to get some of the 
overflow anyhow, and none are so 
likely to buy as those whose mood to 
spend money has suffered a check at 
the first venture. 


(Continued from page 37) 
The big city stores have gained 
something from their selection of sites 
in uncrowded districts because of their 
proximity to free parking space. But 


| here too they have found offsets, and 
And as_no chance is missed to con- | 





are in the way of encountering others. | 


To overcome the handicap of losing 
trade which comes from passersby on 
thoroughfares, they are obliged to do 
more advertising than their rivals; the 
manager of one of these stores in a 
southwestern city told the writer re- 
cently that his newspaper bill some 
times runs as high as 18 per cent oi 
his sales. Some of them are consid 
ering plans for reimbursing their cus- 
tomers for carfare. 

Meanwhile other stores, hemmed in 
by heavy street traffic, have arranged 
with neighboring garages to take cars 
at a low charge which is made good to 
buyers of more than a certain amount. 
Others are going so far as to conside1 
carrying the war into Africa by estab- 
lishing branches in the freer spaces of 
their cities, thereby meeting the chal- 
lenge of the mail order house stores 
and at the same time helping to relieve 
in the streets near their 
main stores. Significant of this trend 
is Marshall Field’s undertaking a 
branch store in Chicago ten miles dis- 


congestion 


| ample supplies on hand 


tant from the parent house. 

Running through these developments 
of chain and independent store rivalry 
is the influence of hand-to-mouth buy- 
ing. The chains depending on conveni 
ent warehouses from which small and 
frequent distribution is made, encour- 
age the practice to which they have 
adapted their business methods. The 
independents must either stock up more 
fully, especially where they find pres- 
tige can be enhanced by ability to meet 


| all calls on the spot, or else wholesalers 


and manufacturers who still look to the 
independents for most of their distri- 
must find means of keeping 
where their 
customers can replenish stocks without 


bution 


delay. In some quarters the belief is 
entertained that one result of the three- 
cornered fight now going on among the 
chains, the mail order house stores and 
the independents will be some modifi- 
cation of the hand-to-mouth buying 
rule which has adhered to 
few breaches in the last six or 
years. 

It is certain in any case that the in- 
vasion the mail will 
make several interesting chapters in 
trade history before it loses its belli- 


been with 


seven 


of order stores 


gerency. 
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A Prosperous Year 
for 


DETROIT 


Dealers 


1928 has broken all sales 
records for Detroit 
Torches and Firepots. 
Their attractive appear- 
ance and their reputa- 
tion for unexcelled per- 
have 
them the fastest moving 
line on the market. 





THE STENCILOR 
made 
TICKETS, 
MINUTE 


SHOW 


LET YOUR MERCHANDISE 
TELL ITS OWN STORY 






















be experienced. nor will you find it a difficult or bothersome task. 
IS STANDARD 
STORES AND OTHERS. 
CARDS 
WITH THER 
detailed information ag to price, ete. 


Every piece of displayed mer- 
chandise has an interesting story 
to tell of its quality, its value, 
its usefulness, its distinetive- 
ness, and, of course, its price. 
All these features lead to the 
sale, Let an at- 
tractively-lettered 
display card or 
streamer send forth 
a sales-stimu- 
lating message 
that will en 
gage the eye 
of the passer- 
by and arouse 
interest. It’s 
@asy when you 
own the Sten- 
cilor—a ‘‘sign 
shop’ in a 
handy case. 
You need not 


EQUIPMENT WITH CHAIN 
DISPLAY YOUR STOCK WITH PRICE 
AND SIGNS MADE UP TO THE 
STENCILOR. We'll be glad to send you 
Surprisingly low in cost. 





If you are not already 
handling this profitable line, 
write for a catalog and com- 
plete information today. 


DETROIT 


TORCHES @ FIRE POTS = 


DETROIT TORCH & MFG. CO., DETROIT. MICH. 
Warren St 




















DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 


Wee Attach this coupon to your firm letterhead =======r4 


Send to your nearest office— 

DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Mina. 
Eastern Display Material Ce., 191 Pearl St., 
New York, N. Y. 


Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 
Central States Agents, Stencillor Sales & Supply Ce., 361 
W. Ontario St., Chicago, ' 

Please send me without obligation a copy of your book, 
‘“‘How to Make Signs.’’ 
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Speed Up 
the 


Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 











OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 








A New Cast Iron Mail Box 


A neat appearing and weather-proof mail 
box is offered to the trade by the Cleve- 
Way Mfg. Co., 3043 Carnegie Avenue, 
Cleveland, Ohio. There is a glass visible 
front and name plate in this Cleve-Way 
De Luxe Mail Box. It also has a hinged 





top with slot and drop cover and a spring 
wire clip for magazines and newspapers. 
The cover may be locked with a padlock 
if desired. Made of cast iron and finished 
in aluminum, black japan or white enamel. 
Packed one to a carton. 


A New Wire Dish Drainer 

The Union Steel Products Co., Albion, 
Mich., has recently introduced a wire 
dish drainer embodying a new feature 
which has won favor among the trade. 

An overhanging silverware basket, per- 
manently attached to the outside of the 
dish drainer basket, is the innovation. 
This arrangement increases capacity, as 
the silverware basket is an extended part 
of the same frame and does not take up 
needed drainer space. 

















The new type drainers are made in two 
styles, both are approximately the same 
capacity, the main difference being in the 
gages of the wire used. Both styles are 
made of electric welded wire, with a 
bright retinned finish said to resist rust. 
The wire is formed without sharp points 
to catch the dish-cloth. 

Catalogs and details may be obtained 
from the manufacturer. 





Moe’s Metal Egg Carriers 


A light, strong and durable metal egg 
box, designed principally for safe parcel- 
post shipments, has been recently intro- 








duced by Hoeft & Co., Inc., North Chi- 
cago, Ill. 

Moe’s Metal Egg Carrier is made of 
smooth galvanized sheet steel, with rounded 





corners, and constructed to absorb and re- 
sist shocks from all sides. 

It is fitted with heavy cardboard fillers, 
securely protecting each egg. Reversible 
address cards are held firmly in the cover, 
where there is also space for stamps. The 
fasteners may be sealed if desired with 
soft wire. Made in 2, 4 and 6 dozen egg 
capacities. 


The New “Kee Bolt” 


The Stanley Works, New Britain, Conn., 
is offering the new “Kee Bolt”, which is 
announced as one of the most convenient 
units of garage hardware on the market. 
It operates in a three-fold capacity; a 
bolt, a latch and a lock. 

It is designed for use on garage doors 
opening out and replaces the usual garage 
equipment of thumb latch, foot and chain 
bolts and lock. 

A sturdy bolt latching at top and _ bot- 
tom of door is operated like a thumb 








¥ 
| 
- 
t 
F 


latch and locked by a cylinder lock. A 
quarter turn of the key in the lock re- 
leases the locking mechanism. The clos- 
ing of the doors latches and locks the 
garage. 

The “Kee Bolt” is furnished with any 
standard rim cylinder lock specified, which 
makes possible the master keying of the 
locks on house and garage so that the 
latch key will open both. 
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The Electric Skilsaw 


Skilsaw, Inc., 3815 Ravenswood Ave- 
nue, Chicago, IIl., is manufacturing a new 
type electrically driven, portable saw, 
which has recently been placed on the mar- 
ket, and is rapidly gaining in favor with 
the trade. 

Contractors, builders and carpenters are 
among those who have registered approval 
of Skilsaw’s convenience and efficiency. 
The saw has a wide range of uses as 
blades are procurable for all classes of 
work, from the coarsest rip to the finest 
mitre blades. . Special blades are also 
available, which adapt the tool for cutting 





concrete, marble, limestone, tile and many 
other materials. 

Skilsaws are made in four sizes, vary- 
ing in weight from ten to twenty-eight 
pounds, with the depth of maximum cuts 
ranging from one and seven-eighths, to 
four and one-half inches. A size is thus 
procurable for each particular type of 
work. 

The model “O” Skilsaw is illustrated. 
It is next to the largest size, being es- 
pecially suitable for form construction 
work, joists, studs, rafters, sleepers and 
doors. All models have an adjustable 
base, regulating the depth of the cut 
which, in the instance of the model “O”, 
is 334 inches at its maximum. Tilting 
bases, on the three smaller sizes, provide 
for bevel cuts. The power unit of the 
model “O” is a 1-hp. motor, with trig- 
ger switch control, for use on either a.c. 
or d.c. single phase, 60-cycle current 
or less. Gears and shafts are of chrome 
nickel steel, and shafts are mounted on 
ball bearings. Bodies are aluminum. Saw 
blade diameter of this model is ten inches. 
Each model is equipped with a kerf guide 
and approved safety guard. Weight of 
the model “O” is 24 pounds. 


New Gold Medal Catalog 


A new 1929 catalog has been published 
by Gold Medal Folding Furniture Co., 
Racine, Wis., covering the complete line 
of beds, cots, chairs, stools, tables, back 
rests, etc. These items, as well as many 
others designed for home, camp, sun par- 
lor, beach club, etc., are described and 
illustrated, many reproductions in color. 
Several new items are shown. 





Whom did Daddy buy 
the electric train for 
last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
a doll. | 


But the Kids Themselves 


Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 





KEEP TOYS CONSTANTLY ON DISPLAY 








They can’t Fish 
They can’t Golf 
But they CAN PAINT! 


With fish hiding behind the 
“closed season” law, and golf 
greens withered or snow covered, 
there’s a lot of masculine energy 
going to waste these winter days. 
You can’t choose a more oppor- 


yyy tune time to urge the painting 


need for floors, woodwork, walls, 














linoleum—anything in the inte- 
rior of the house. Capitalize this 
opportunity with well calculated 
displays. Put these “house- 
bound” men to work and— 


Your Winter 


Boost Paint Sales. 
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The 
modern 
building 
is 
protected 
against 
burglary 





SEGAL BURGLAR PROOF RIM LATCH SET No. 48-205 


Are you getting this 
burglar-proof lock business? 


Write us. 
_ We may 
F231 be able 
to help 
you 
get it 


SEGAL BURGLAR PROOF LOCK SET No. 88-060 


SEGAL LOCK & HARDWARE CO., Inc. 


vee Tee 
SEGALOGK| MANUFACTURERS OF BURGLAR PROOF LOCKS SEGALOGK| 


57 Ferris Street Brooklyn, N. Y. 
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Originators of 


Consolidated 


With a different sized tire chain for 
each tire size, dealers were forced to 
handle a large and varied stock to satisfy 
their trade. 


But the Zee Manufacturing Company 
ended all that. They led the way to a more 
profitable chain business for you by con- 
solidating chain sizes. 


Now you need but eleven sizes of ene 





MEMBER 





TIRE CHAINS 


Positive Lock, Double Tied Side Chain 
Makes Safety Certain 


Chain Sizes 


passenger car chains to take care of all 
tire sizes. Plain common sense suggests 
that you reduce your investment by stock- 
ing See tire chains. 


Place your order with your jobber now. 
Ask him for display material so that you 
can feature these fast selling chains on 
your counter and in your window where 
your customers will see and buy. 


MEMBER 





v Me) 
550, TAS 
DIVISION B 


Pyrene Manufacturing Co., Newark, N. J. 


Branches: 


ATLANTA CHICAGO 


KANSAS CITY 


SAN FRANCISCO 



























Usual Trade 
Discounts 





Total List 
Value 


$22.50 


Already packed in a strong box 
Sizes 6” to 24” 


This set of Six Genuine Oswego Stillson 
Wrenches can be sold almost as easily as a 
single wrench, increasing your turnover and 
volume. The light, compact box in which we 
pack each set, is strong enough for parcel post 
shipment to out-of-town customers, and is a 
great advantage in storing, handling and 


demonstrating the set. 
j | 
8” 
10” 


GUARANTY TAG 
ATTACHED TO 
EACH WRENCH 
Each wrench has behind it 
more than forty years experi- 
ence in the manufacture of 
quality tools, and is guaranteed 
against defective material and 
workmanship. 


Tre OSWEGO TOOL Co. 


Established 1887 Incorporated 1893 
OSWEGO NEW YORK 





14" 

















goes with 
fine motor cars 


In our No. 97 Catalog we make a 
proud statement. It reads: “An 
earnest desire to improve has been 
the constant motive prompting our 
efforts, and while contributing high 
quality, we have as well established 
a reputation for reasonable prices 
and prompt service. Originality and 
individuality characterize our prod- 
ucts generally. Careful, scientific 
study and experiment underlie every 
detail.” This is our creed and, in 
living up to it, we make garage door 
hardware fine enough to match the 
most costly car—yet priced to fit 
the smallest. 




















\ 








Hardware 
Dealers 


Send for our cata- 
log. Learn how 
Allith Hardware 
makes big profits 
for other hardware 
dealers. 


4 ie! | 
SWAN 


ai 






= 
=> 
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Allith-Prouty Company 


Danville, Illinois 


i D Hardware 
Airport Door Py 


Overhead Carriers 


Garage Door Rolling Ladders 
Fire a — Door Hangers 
Spring Malleable 


Sal. "Door Hardw 
— Certified “Malleable iron Castings 


Stadium Seat Brackets 




















HARDWARE AGE for JANUARY 17, 1929 71 





“Has more than Doubled our Saks 
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‘A GARDEN SET eS 
ii a, cm 


GARDEN S 
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True Temper Tool 


Display Stand 


The True Temper Display 
Stand is furnished free with 
the purchase of an assort- 
ment of True Temper Tools. 
Made with strong ash legs, 
steel shelves, strongly 
braced. Finished in green 
lacquer. Stands 36 inches 
high and takes space 15 x 30 
inches on the floor. Holds 
11 long-handled tools and a 
number of short ones. A 
real merchandiser for the 
aisle—in the show window 
—at the store entrance—on 
the sidewalk. Write for de- 
tails of our free offer. 


Says Ohio Merchant 


ad Di treme tuted ham come as Te 
True Temper Display 
Stand and the adver- 
tising furnished with 
Temeler uri (me) emer tae (cb! 
tools have been more 
dorbome(onele) cere mes tom erts: 
season for which you 
have our heartiest 
thanks.” 


MCDOWELL Coz 
Hartford, Ohio 














EVER have standards of living been so 

high as today—never has prosperity 
been so general—never have people had so 
much time and money to gratify the natural 
desire for more beautiful homes—better kept 
grounds—better gardens. 





This has resulted in greatly increasing the 
sale of lawn and garden tools for the mer- 
chant who will let people know that he carries 
a stock of the most efficient tools for local 
conditions. 

The True Temper Tool Display Stand is the 
most economical device yet discovered for 
accomplishing this result. Why not take 
advantage of these proven facts to increase 
your business and place an order for one of 
these display stands before the season is fur- 
ther advanced? 


THINK IT OVER! 


The American Fork & Hoe Company 





TRUE 





General Offices: Cleveland, Ohio 


Makers of Farm and Garden Tools for Over 100 Years 


EMPER 


A 
FARM AND 
GARDEN 





OLS 
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The 


RSM 











Window Ventilator 
Keeps Out Rain and Snow 


That is why ventilators are pur- 
chased—to give a maximum of 
fresh air no matter how hard it 
storms. 

The R S M with its louvered open- 
ings admits a constant stream of 
fresh air without danger of ruin- 
ing rugs from rain or snow. 

For the bed room, bath room, liv- 
ing room, kitchen—and for office 
use—the R S M Ventilator is find- 
ing daily use in scores of homes 
and buildings. 

Cash in on the demand for this 
fast selling item. The generous 
mark up nets you big profits. Ask 
your jobber about the R S M or 
write direct for prices. 





READING 
Sheet Metal Products Co. 


Hardware Division B 
Front and Chestnut Streets 








Reading, Pa. 




















Build Trade 
With Toys 


Only a few years ago Toys 
were looked upon as a novelty 
in a Hardware store. 


Today Toys are a staple in 
many Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 
Boys and Girls. 


You can keep posted on 
what is New in Toys, as well 
as New methods of displaying 
and merchandising them by 
reading Hardware Age. 


HARDWARE AGE 


239 West 39th Street, New York, N. Y. 


$55 4 


Gentlemen: 

We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 

As you no doubt know, our business is almost. exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Edi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. , 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 


Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” thetr prospect 
records. 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries. Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 

















Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


: € 28 
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Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
weet...» + + #F 


RIFFIN 


Manufacturing Co 
ERIE 
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Bevin, 76 Satara 
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Do you carry the Pipe 
Tools they buy or the 
kind you have to sell? 


T pays to stock Genuine ARM- 

STRONG Pipe Tools—the stand- 
‘ard tools of the regular users. You 
not only make as much profit as you 
would in selling a “Near as good” 
but you give satisfaction with every 
sale — and nothing increases the 
value of good-will like satisfaction. 
Furthermore you do not have to 
take time out to “sell” Genuine 


ARMSTRONG Pipe Tools — most 


purchasers ask for them by name. 


Genuine ARMSTRONG Pipe Tools are ad- 
vertised in publications and direct mail to over 
600,000 prospects every few weeks. 


THE ARMSTRONG MFG. CO. 


¥ BRIDGEPORT™ 


Founded 1869 
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ARMSTRONG MFG. co., : : : 
295 Knowlton St., Bridgeport, Conn., U. 5S. A. i 
Please send us copy of 19A Catalog and dealer's SALES HELPS. ; 
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MORTISE BOLT LOCK 


No. 5051 

for 
CLOSETS GARAGES CABINETS 
REBAR DECKS SHEDS ATTICS 
CELLAR COMPARTMENTS 
and 
ALL DOORS WITH ONE WAY 
APPROACH 


(2) INDEPENDENT IOCKCO.® 


FITCHBURG, MASS. 


Full Information on Request 
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Speedometers 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 

















FORSTNER 


Labor Saving 


AUGER BIT 






Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel. gouge. scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns. veneers, screen work, 
scalloping. fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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ABSOLUTELY 
GUARANTEED 
asin AGAINST 
pate ny STEEL BREAKAGE 


WE will replace any claims for 
breakage free of charge. Stands 
finished in Red Enamel and Gold, 
i lasts finished in Black Enamel. They 
sell on sight. 
é Lock bearing, strong and rigid. 
Lasts are latest styles. One last for 
i ladies’ shoes. Extra heel piece in- 


cluded for all sizes of heels. 
The Last that lasts a lifetime. 


The Fate-Root-Heath Co. 


i 701 Bell St., Plymouth, Ohio 
N. Y. Office—90-92 W. Bdw’y 
h D. N. Winner, Mgr. 
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Per 
Set 


x Suggested 


retail 





Superior 
Hexagonal 
Netting 


has gained its place 
of preferment be- 
cause it is always 
woven evenly and 
unrolls in a_per- 
fectly straight line 
and is thoroughly 
galvanized. 


The Netting with the 
Rooster Label 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 

























KIMBALL 
ELEVATORS 


LIGHT 
Y ELECTRICS 


Kimball Light Electrics afford 
a means of vertical transpor- 
tation at a very low initial 
and operating cost. 


These elevators are standard- 
ized in different sizes and de- 
signs—any business, large cr 
small, will do well to inquire 
about Kimball Light Electric 
machines before making a 
final decision regarding eleva- 
tor service. 











Write for Particulars. 
KIMBALL BROS. CO. 
1117-41 Ninth Street 


Council Bluffs, lowa 
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good ? 
The Modern store of 


When A. M. Griffin of Plainfield, A. M. Griffin, Plain- 
N. J., found himself confronted with field, N. J., is Heller- 
this problem, he decided to do some- equipped. 

thing about it. He felt that if the 

chain store could make a success of ° 

itself the independent dealer—always the bulwark of his com- 
munity—could do so likewise. So he studied chain store methods 
—discovered suddenly that his old store was hopelessly out of 
date—found that people won’t buy unless they can see what is 
for sale. He found out, by diligent inquiry, how Heller could 
re-equip his store—place his stock in such a manner that people 
couldn’t resist buying. 





Now business is good with Mr. Griffin. People like to shop in 
this modern, well-appointed store. 


Does the above question apply to your store? If so, send the 
coupon today for Heller’s personal advice and suggestions. No 
obligation or cost on your part. 


HELLER 


Business Building Store Equipment 
Check the theme you sre intereted =. § W.C, HELLER & CO. 


*] New Style Display Tables 700 Bryant St., Montpelier, Ohio 
0 Price Tickets for Display Tables New York Office, 20 Vesey Street, 
O) Display Door Wall Cabinets Suite 500 

_ 4-17-29 _. (§6:A) Write_name and address.in margin belo . 
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A box chock 
full of friend- 
ship for your 
store. 





How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





DIAMOND 
ADJUSTABLE 
WRENCHES 


Drop forged from high grade tool 
steel, scientifically hardened and 
drawn in oil. Jaws like a cold 
chisel—will not chip or break— 
handles that fit the grip. 

The most complete line of ad- 
justable wrenches made. Are 
standard equipment on the Lincoln 
and other cars. Especially designed 
for the expert mechanic. 

There’s a Diamond Wrench for 
every purpose. 


Write for Catalog 


DIAMOND CALK 
HORSESHOE CO. 


4622 Grand Ave. Duluth, Minn. ae | 4 to 18 












































Little Wonder Mop Wringer 


Made with 114” galvanized steel frame and 
144” x 71%” wooden rolls. Quickly attached to 
any metal or wood pail. Wrings family or 
janitors’ mops. Operates by placing mop be- 
tween rollers, stepping on foot rest and pulling 
mop through. Wringer is opened 
or closed by hand or foot. Mop 
is wrung before leaving pail. Can- 
not splash water or upset pail. 
Packed 1 dozen in carton. Attrac- 
tive lithographed window display 
cutout sent free with each dozen. 
Write for prices. 


Swineford Division, The Cronk & Carrier Mfg. Co. 


Canton, Ohio 
We also make Potter and Cronk Products 
























He Advertised in the Right Medium 


This man wanted to represent a good hardware manu- 
facturer—he told his story in the Classified Opportunities 


Section of Hardware Age— 


A nationally known company replied to his advertisement 
and he secured a desirable position through advertising in 


the right medium. 


Hardware Age is noted for quick results—try it—send 


your ad to— 


Classified Opportunities Dept. 


Hardware Age 239 w. 39th St, New York 
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Green Cases. 











A COMPLETE TOOL CASE LINE 


HERE is a complete line of Armored 
Carpenters, householders 
and machinists all find the Green Line dealer 
prepared to supply them with a case adapted 
to their requirements. 
You can cash inon this feature through increas- | 
«| ed sales, with a minimum amount of stock. 
4 Write for complete catalog and sales literature. 














No. 135- ne ore convenient 
chest. Equipped with six well pro- 
portioned api 4 _— arawers. 
Size 1014” x 8"x 17 





GREEN-CASE, Inc. 


Racine, Wisconsin 
Surpless Dunn & Co. 
General Sales Representatives 





No. 70-25 — A specially designed 
HouseholdersCase. Hasfulllength 5 
compartment tray and saw bracket 











Chicago Office New York Office 
34 No. Clinton St. 74 Murray St. for 20” saw. Size 8” x 8” x 25”. | 
AEE ETI S “Te 











CONSTRUCTION 


_ the new SNELL Construction Bit 


Shiffer - stronger - tougher 
Write today for illus- 
trated folder and price 


list on this fast sell- 
ing item. 


Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives : 


John H. Graham & Co., 113 Chambers St., New York City. 











Seymove Smitx 
Grass Shears _ Pruning Shears 


Ne. 117 Grass Shear 





FAST SELLING GOODS FOR SPRING 


Fully Guaranteed Tools That Will Please Your Trade. 
* wri ite for paren and Prices Today. 
Manufactured by 
SEYMOUR SMITH "e SON, INC., ’ Oakville, Conn. 
Sales Representatives: John H. Graham & Co., 113 Chambers St., New York 











Improved “‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


Line of Better Pipe Tools 













This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 






Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
—Improved Knife Blade 






Starrett Steel 
Tape No. 
530 






The . 
most popular 


low priced 
tape is the 
Starrett No.530 


Sell Starrett I 






















E New Holmes Electric Refriger- 

ator, operating on the most efficient 
engineering principle known, refined 
and amazingly simplified, will soon be 
announced. 


HOLMES PRODUCTS, INC. 
2 W. 46th St. New York City 


HOEMES 


ELECTRIC REFRICERATOR 











Design — Cut faster, last 
longer. 
acai 
Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 


P-10 314 N. Francisco Ave. 


Chicago, U. 8. A. 


A Very Attractive au Cage 


Made of -beechwood 
with black non-rust- 
ing wire and trans- 
parent unbreakable 
glass _ protectors. 
There is no_possi- 
bility of the food 
being thrown out. 
First class work- 
manship. Has many 
strong selling fea- 
tures. Send for 
catalog. 


Holzindustrie Stadtilm, 
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An orderly kept 
Store Attractr 
Customers 


GREEN’S 


Improved 
STOCK BOXES 


Will improve the appearance and efficiency of your store 
at small cost. Sizes to fit your present fixtures. 


Write for illustrated price list 


THE GREEN COMPANY 
250 W. 57th St. New York, N. Y. 


IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake %. 
San Francisco: 717 Market St. 











KNOWN QUALITY Sstistied Customers 
SHARK BRAND CHISELS 


Manufactured by E. Berg 
Mfg. Co., Ltd af ams are made from 
Sweden. the finest Swedish 
Butt Beveled edge. charcoal steel, sturdy 
Regular Beveled and well made and 
edge. craftsmen and lovers of 
Socket Chisels. good tools appreciate their 
known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 
We carry a fall line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 


SCARRERATIAN WESTERN IMPORTING ad Ltd. 
07-109 Lafayette St., New York, N. 
Seattle, Wash. 


Tinosasotle. Mina. Montreal, aS 


DISPLAYS FREE 


that sell tools ook to 


MILLERS 
pir rears FALLS 


chinists, automotive Dealers 
workers, carpenters, 
manual training schools, 
home tool users, etc. 
Braces, Levels, Hand 
and Breast Drills, Hack- 
saw Blades, Hacksaw 
Frames, Automatic 
Tools, Mitre Boxes, Plain 
Screw Drivers, Auger 
Bits and Expansive Bits, 
Bit Extensions, Nail Sets 
and’ Punches... and the 
New Electric Toolshop. 


Write for particulars. 


MILLERS 
FALLS CO. 


Millers Falls, 


(Level Display No. 600) Mass., U. S. A 

















MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities of 


Master Pliers. Order from your 
jobber. 


MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 





Puritan Metal Polish 


A Business Builder 


1. Nationally known. 
2. Year-round demand. 


3. The standard of quality 
since 1903. 


Dealers: If your jobber cannot 
supply you, write direct for price- 
% list and pint can free. 
a Proms : 
a Saat nen ; Puritan Soap Company 


Rochester, N. Y. 


2 nema 


























One-Pi > | 
et nai oe 
Vinnebtactes Thumbtacks 


Superior are quick sellers to students, clubs, 
One-Piecs offices and large organizations. 





36-10c Metal Boxes in attractive, 
green Display Carton. Dealers $2.15. | 


Send for illustrated folder 
and Price List including 
Celluioid Covered Marking 
and Numbered Thumbtacks. 


Moore Push-Pin Co. 
(Wayne Junction) Philadelphia, Pa. 
Your Customers expect 
the Genuine Moore Push- 
Pins and Moore Push- less 
Hangers used in “Nearly 
Every Home” for Hang- 
ing Up Things. E£st.1 


Se a Three Sizes 3"-7/16"-Y4" 
")\itee 


Push’ “eel aC is 

















We will be glad'to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th St, 
New York City 
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Russell Jennings 
Auger Bits 
Patented by 


Mr. Russell Jennings 
in 1855 


No. 101-E 


Russell Jennings Mfg. Co. 
Chester, Conn. 





Simplex 
Screw Jacks 


Sell on Sight! 
Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal 


Templeton, Kenly & Co. 


EST.1899 


Chicago, II1.,U.S.A. 


Sim plex Lever Jacks. 
Pipe Pushers 
and Trench Braces 
have been famous 
for Years 








Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 











The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 


Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON, 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 





Est. 1850 
Famous for 


Cutting Quality 
and Durability 


your knife counter profitable. The 
quality is Al. The variety covers every craft and trade, 
Home and Workshop—Roofing, Shoe, Oyster, Sloyd, Shirt 
Cutters, etc. Write for prices and complete catalog. 


R. MURPHY’S SONS CO., Mass. 


Their sale makes 


Ayer, 




















STRATTON?! 


GOOD 
WwooD 
HANDLES 


Plain, or Enameled 
IN COLORS 


Stratton Mfg.Co., Stratton, Maine 


For Small Tools, 
Utensils, Electri- 
cal Goods, Etc. 
Enameling, both 
baked, and air 
dried. 








THE MARK OFA GOOD Mow 


Strength—S peed—Stamina 
—that’s what you sell 
in a Lenox Cutter 


New methods in tempering ana® 
sharpening cutting wheels—big im- 
provements in design and balance 
—better fitted to the hand—abso- 





lutely modern in every particular— 
a cutter that gives customer satis- 
faction and dealer, profits. Order 
your stock today while it’s in your 
mind, 


One of the eri —— \ * ‘ 
Pr ol Me American Saw & Manufacturing Co. 


makers of the fa- Springfield Massachusetts 


mous “Wolves of 

Lenox” hack saw (FEN 

blades. ae for \ai {he 7 1 
of 


“The "The Toots in the Plaid Bow 


ERS CUSHION TIRE 


-ASTORE LADDERS | 


Insure perfect shelf service for any 
line of merchandise. Deep tread steps, Up 
properly spaced, with convenient full £4 
SS length handholds on both sides of 
ae oe ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
ee and prevent vibration. Erection as simple 
as A,B,C Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


me FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Classified Opportunities 








Use the 


“Classified Opportunities Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 


1 inch 





BOXED DISPLAY RATES 


ee 


eee een eenee 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies te 











Get Solid, Minimum of 5 lines. - 2058 Hardware Age, Classified Opper- 
Each additional line........... . . a tanities, 239 West 39th St., New 
ail a inns o0 6 liu. t ae Discounts for Classified Advertising York City 
4 le 3 i. 
Each additional line............ 80 insertions, 10% <— 8 insertions, 15% ientnien eee te pc ‘ 


Average 10 words to a line 
Allew One Line for Keyed Address 





Samples of merchandise, literature, coin Sin sete 


Remittance Must Accompany Order 





Forms close Nine Days previous to date ef 
publication. 


ing more than ordinary reforwarding postage should not 
box numbers. 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








=] 
LIGHT LOFT TO RENT FOR OFFICES 
In hardware building, 106-110 Lafayette St. Corner 


Walker St. Entirely occupied by hardware corpora- 
tions. Apply to John S. Melcher, 68 William St. or 


your own broker. 














FOR SALE—Retail hardware store in best location in community draw- 
ing from 25,000 population within radius of ten miles. Will accept mod- 
erate initial payment and lease building for term of years at low rental, 
giving purchaser ample time to pay for stock on deferred payments. 
Stock inventories about $40,000. This is a wonderful opportunity for an 
experienced retail hardware merchant. Address Box 1-226, care of Harp- 


WARE AcE, New York. 


A  peelegble sities: Paint and Glass business for sale, best loca- 
tion in the center of the busy Calumet Region. 12 miles from the Chi- 
cago loop. The Inventory December 10, 1928, was about $12,000.00. 
Will sell whole or part interest, and will take $5,000.00 cash and note 
for balance. The building is owned by the president of the firm so 
lease and rental can be satisfactorily afranged. Address Box 1-229, 
care of “Haapwane AGE, New York. 





Goop PAYING HARDWARE, “China, Plumbing and Heating busi- 
ness in a southern New York town of 1000. All improvements in town, 
good high school and churches. This is a going business and the sales 
have increased every year. Rent reasonable. No dead stock. Will 
sell at inventory. Owner has other interests. Address Box ]-231, care 
of Harpware Ace, New York. 





Patent for sale on a new screen door brace which requires no screws 
to fasten it. Holds itself in position and braces a sagging screen per- 
fectly. Simple and cheap to manufacture. I will sell the patent real 
cheap. WILLIAM L. ALLEE, Topeka, Kan., R.F.D. No. 


WILL PURCHASE Easy, er Boss, a and other makes of 
confidential. 





quant Replies 
ECTRIC. Ss RVICE, Inc., 


Electric washers for cash, large, of 
Wire or write. CLAUSS E 218 West 4th 
St., Cincinnati, O. 





POSITIONS WANTED 


HARDWARE AND MECHANIC TOOL SALESMAN desires con- 
nection with reputable manufacturers. Twelve years personal acquaint- 
ance with both jobbing and better class retail buyers in New York, 
Pennsylvania, Ohio and New England. Excellent reference. Address 
Box 1-227, care of Harpware Acer, New York. 








BUILDERS’ HARDWARE MAN—Thoroughly experienced in figur- 
ing all classes of builders’ hardware, also taking complete charge of de- 
partment. Experience as executive covers a number of years with large 
retail and wholesale concerns from whom very satisfactory references 
can be secured. Address Box 1-228, care of Harpware Acg, New York. 


“Tl 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 


wal 














CAN YOU USE THIS MAN? 


Desires to locate in the South. At present part owner, Vice- 
President and Treasurer ef a successful New England Adver- 
tising Agency. Recurring illness in his family forces a change 
to a more equable climate. Age 47; a Southerner and a college 
man; 25 years’ sucessful experience as a sa sales execu- 
tive and advertising man. Has traveled throughout the United 
States and is a keen and analytical student of conditions gen- 
erally. An opportunity to procure the services of a man of 





broad experience, sound judgment, unusual energy, and 
unwavering loyalty. Will id com- 
mensurate with his experience and ability. For referen and 


further particulars, write Box I-210, care of HARDWARE 


AGE, New York. 








~ 








SALES EXECUTIVE WITH 12 YEARS’ EXPERIENCE in charge 


of sales, advertising, distribution Domestic and Foreign Mar 
oughly familiar wit 
industrial trade, desires a connection with a manufacturer. 
locate anywhere. 
1-128, care of Harpware Acz, New York. 


wholesale hardware, mill supply, auto accessory and 
Willing to 


Opportunity is as important as salary. Address Box 





HARDWARE MAN, Experienced in builders’ hardware, machine and 


mechanics’ tools, miscellaneous supplies and shelf hardware. 
experience. Address Box I-212, care of Harpware Ace, New York. 


20 years’ 





BUSINESS GETTING SALESMAN well known in wholesale and 
retail hardware trade in New England, New York, New Jersey, Hudson 
Valley, has loyal following among rated buyers. Familiar with house- 
furnishing, woodenware, electrical appliances. Owns auto. Straight 
commission. Solicits inquiries from factories direct. Address Box I-232, 
care of Harpware Ace, New York. 





POSITION DESIRED AS MANAGER of housefurnishing and hard- 
ware store or housefurnishings of a department — in New York City 
or vicinity. 10 years’ experience. “Married. Some capital to invest later 
if suitable. BENJAMIN COWAN, 5 East 119th Street, New York City. 





POSITION WANTED as Jobber’s Salesman—Man with 25 years ex- 
perience selling hardware on the road desires connection with reliable 
jobber who needs a real producer. Address Box 1-230, care of Harp- 
ware Acer, New York. 


SALES ACCOUNTS WANTED 














MANUFACTURER’S REPRESENTATIVE _ 


Some, Soe See 92. shee conus sony age way «Bi 


jobbers and department stores in lowing terrt- 
tory: New York State, New Jersey, , Baltimore and 
Wi Fifteen years personal contact hardware jobbers 
and lea reta country, Have made ti 
ighest credentials will be furnished = 4 
of the 7 eas Ss aoe Edward Weingarten, 
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Classified Op 


portunities 








SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 











Manufacturers Salesmen 


Wanting additional lines to the hardware and 
auto supply jobbers, on a commission basis in 
California. Twenty years experience selling the 
better trade. We invite investigation as to our 
ability, integrity, financial standing and etc. 
Dan W. Morris, 915-916 Washington Bldg., 
Los Angeles, California. 














MANUFACTURER’S REPRESENTTIVE for high grade lines 


open 


selling to hardware jobbers, automobile manufacturers, retail hardware, 
general stores, furniture trade, located centrally for Ohio, Michigan, 
Indiana. Nineteen years personal contact. Commission basis preferred 


but open for other arrangements. References and other details upon re- 





quest. Address Box 1-233, care of HarpwarE AcE, New York. 
WESTERN PENNSYLVANIA AND EASTERN OHIO. ONE 

SPECIALTY ONLY. D. E. FINSTHWAIT, MANUFACTURERS 

REPRESENTATIVE, PEOPLES BANK BLDG., PITTSBURGH, PA. 








LET US Help You Word Your “Want.” 








’ x x 
SALESMEN 
Wanted to re ar nt us in the sale of our fast selling lawn 
sprinklers. 15° commission, exclusive territory, prefer- 
ence given men covering smaller districts intensively. 
Give full particulars in first letter. Address Box I-187, care 
of HARDWARE AGE, New York. 




















ONE OF THE OLDEST and best known manufacturers of tools 
wants a representative to call upon wholesale hardware buyers in a terri- 
tory where a good business is already established. This is a tool spe- 
cialty. We want a full time man and one not over 35 years of age. 
Address Box 1-206, care of Harpware Acz, New York. 





FIRM WITH ESTABLISHED LINES imported cutlery, hardware, 
tools and fishing tackle, has opening for energetic salesman in Pennsyl- 
vania and Qhio territory. Give complete information concerning your 
previous employment. Address Box I-224 care of HARDWARE AGE, New 

ork. 





SALES REPRESENTATIVES WANTED. Experienced salesmen who 
have sold Rope to hardware and mill supply trade can make a good con- 
nection. Give references and territory covered. Address Box I-225, care 
of Harpware AGE, New York. 





COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
hana tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638. care of Harpware Acz, New York City 








EXCEPTIONAL OPPORTUNITY FOR EXPERIENCED hardware 
salesinan, acquainted with the Metropolitan district. WEINSTEIN & 
LEVINE, Inc., 81 Warren St., New York. 





The reputation of 
Brown 4 SHARPE 
TovuLs 
for Accuracy and Reliability 


finds them a ready markct 
wherever metal is used 


BROWN & SHARPE MFG Cc 
PrRrovipENceE RI USA 


Worlds Standard of Actiindiiy 





TRACE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


NY.) 5 OOO) 340) 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS +» COTTON TWINES 








TAINTOR POSITIVE SAW SET 
All Steel 
Fully Guaranteed. 
Send for Free Book. 


TAINTOR MFG. CO, 113 Chambers St., N. Y. City 


Welding Compound is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
vour sales. 


Made only by 
ANTI-Borax Compounp Co 
Fort Wayne, Ind. 





Qat MAY 7.1000 








Looking for a Hardware Store? 
The place to find one is in the “Classified 
Gppertunitice Section” of this paper. 


By watching the as. | re ad ads Pd a 


reasonably sure to sec ened payne 
ness at a fair price, or Dotter still, let the ~~ 
know the kind of a store you are looking for. 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 
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Keystone Mfg. 
Keystone Steel & Wire Co..... — 
Kilborn & Bishop Co......... 
ee ae 75 
Klein & Sons, 


Kohler Die & Specialty Co.... —- 


Kokomo Stamped Metal Co..... — 
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Landers, Frary & Clark...... 
Landreth Seed Co., D......... 
iemeig Trade Yair ........-. — 
Lendzion Leather Goods Co.... 
Letellier Laboratories, Inc. 

Lewis & Freeman 
Libbey-Owens Sheet Glass 
Lionel Corp. 
Re Bie GOs asc s'e. wt 
Lowell 


Specialty Co.......... 
Lucas & Co., Inc., John....... 
Ee DP Cisne seks aes 
Lupton’s Sons Co., David..... 


McDougall-Butler Co., 
McKinney Mfg. Co........... 
Malleable Iron Fittings Co..... 
Mansfield Tire & Rubber Co... 
Martin-Senour Co. 
Martin Varnish Co. 
Master Bake Pot Co..... 
Master Plier Corp. 
Mattatuck Mfg. Co........... 
Maydole Hammer Co., D....... 
Meisselbach Mfg. Co., A. F... 
Mengel Co. 
Metalcraft Corp. 
Re 
Pere PONS: GOs < vswedivs coe 
Milwaukee Circulating Pump Co. 
Mit-Shel Stamping Mfg. Co... 
Moore Push Pin Co.......... 
Morrill, Tie. Ches.......5..% 
Morse Twist Drill & Machine 

Co. 
Muralo Co. 
Murphy’s Sons Co., Robert.... 79 
Murphy Vatnish Co.......... -- 
Myers & Brothers Co.. F. F..18, 


eee 
24 


— 


ee sae _ 
National Carbon Co........... —_ 
National Enameling & Stamping 


Co. 


National Lamp Works of Gen- 


OU Be GG Sees cosh sedis 
pemceetens EME Oe. sinc os ices 
pop a >” ee 
Nelson Mfg. Co., Inc., L. R.. 
New Delphos Mfg. Co......... 


New Jersey Zinc Company.... 
New York Wire Cloth Co..... 
Nicholson File Co............. 
Nileo Lamp Works, Inc....... 
premte Tees CGR nic cvccccsaeee 
porcreas “@ (Sent; Co. Bios coc 


North Bros. Mfg. 
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Octigan Forge & Mfg. Co. 


Oneida Community, Ltd....... 
One Minute Mfg. 
Knife Co 
Mfg. 


Tool 


Ontario 
Co 
Co 


Osborn 


Oswego 


Paine Co. 
Palm Fechteler & Co.......... 
Parker-Regan Corp. 


Patent Novelty Co. .....06i00%. 
Peck, Stow & Wilcox Co....... 
Peerless Handcuff Co. 
Peninsular Paint & Varnish Co 


Penn & Atlantic Seaboard Hdwe 


RC MMS Seat aoeeex es 
Penn. Lawn Mower Works.... 
Perfection Stove Co., Inc...... 
Peters Cartridge Co........... 
PRES DER COes ss ewsissceyes 
Philadelphia Lawn Mower Co... 
Per Pe cs c0 oS boa ewes 


Pioneer Pole & Shaft Co...... 
Pittsburgh Plate Glass Co..... 
Pittsburgh Steel Co........... 
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Popular Science Monthly..... 
Pratt & Lambert, 
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Wi 5s Cok us 
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Pyrene Mfg. Co. 


Pyrex Sales 
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Readtug Iron: Co... o0sicdccs 
Reading Sheet Metal Prods. 
Reed & Prince Mfg. Co....... 





Remington Arms Co., 


Remington Cash Register Co., 
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Russell Cutlery Co., John...... 
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Sacks, 


Samson 
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Sapolin Co., 
Sargent & 
Savage Arms Corp. 


Savory, Inc. 
Schatz Mfg. 
Schrade Cutlery Co. 
Schrader’s Sons Co., A....... 
Segal Lock & Hardware Co... 


Shapleigh Hardware Co....... 


Shelby Spring Hinge Co....... 
Sherman Mfg. Co., H. B..... 
Sherwin-Williams Co. 
Showcarder, Inc. 
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Silver Lake Co. 
Simonds Saw & Steel Co...... . 
Simonds-Worden-White Co. 
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SOE” Witt? CG ci ccccsncis 
Standard Oil Co., of N. J...... 
Standard Tool Co. 
BUCS WORE i.6.'se5se en vasa 
mrareee £6, Ts Sisisasccvew 
Stover Mfg. & Engine Co...... 
Stratton Mfg. Co. 
Studebaker Corp. of America... 


Inc., Seymour, 


ee eeeeeeeee 


UN TEI CR iccecc ote aba 
Taplin Mfg. Co. 
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81 


Kenly & Co., 


Wheel Co... 


Televocal Corp 
Templeton, 


Toledo Metal 


Toledo Wheelbarrow Co 
Tremont Nail Co..... 
Trimont Mfg. Co..... 

Trow & Holden .......... 
Tubular Riyet & Stud Co 


Tucker Duck & Rubber Co.. 


Turner Brass Works 


Iloe Co 
Co. 


Products Co... 


Union Fork & 
Hardware 
Union Steel 
United Hardware & 


United 


Union 


Tool Corp 
Publishers Corp. 

U. S. Cartridge Co. 
U. S 
U. S. Leather Co.. 
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Valentine & Co gow 
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Vaughan Novelty Mfg. 
Verified List 
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Vollrath Co. 
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Walworth Co. 
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Western Importing Co....... ae 
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Whitman Barnes Detroit Corp. 
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Winchester Repeating Arms Co. 
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Witt Cornice Co. 
Wolveripe Supply & Mfg. Co. 
Wood Shovel & Tool Co....... 
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Worthington Co., George...... 
Wright Steel Wire Co., G. F.. 
Wyoming Shovel Works....... 
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Yale & Towne Mfg. 
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Zenith Radio Corp 
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Chain & Forging Co..... 
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Supply your automobile customers with 
the best and hold trade. No repair links 
made equal the K.&B. Drop Forged links, 
which are made of the toughest steel 
known— 


KILBORN STEEL 


These links will outpull and outwear any chain 
of equal size. No rust at the joint; we use a 
BRASS PIN to prevent corrosion. Specify 
whether you want BRIGHT links or GAL- 
VANIZED. Write for prices. 

THE GREEN LINE includes Punches, Box 
Hooks, Drills, Cold Chisels, Screw Drivers and 
many other tools. 


Send for Complete Catalog. 


THE KILBORN & BISHOP CO, No. 9875%4 Wrought Steel, Black Japanned case, 


Nickel-plated shackle. 
New Haven Conn. No. 09875 All Brass case and shackle. 
Manufacturers of the Raised surfaces polished. 


6 GREEN LINE TOOLS 99 Size, 2 "la ane levers. 


Reg. U. 8. Pat. Office 





Remember This Illustration! 
It shows what 


Our catalog will give you a most complete line 
of locks for Drawer, Cupboard, Wardrobe, Lock- 
er, Chest, etc. A size and type for every purpose. 


Silence a 


Card Holder 


look like 
Every Genuine Si = WH 


Dome has the o. la No. 1764 Ne. 03700 
words Domes of Friction Catch Shelf Rest Corner 
— P Silence stamped Many items of interest to the Hardware trade is 
inside. Domes of Silence are practical contained in our Miscellaneous catalogue. Have 
bd + ? 
for ALL furniture—hence their large eae! Se a oe 
i i locks, Cabinet Locks, Trunk, Sui Lock 
sale. Six sizes. Set of 4 for 10 cents. Batate. Cites tate, Teak, See ae 


and Blanks, House Letter Boxes and Home Sav- 
ings Banks. 


If your Jobber cannot supply you— 
write us direct. CORBIN CABINET LOCK CO. 


We also make all grades of Sliding Casters, Pin THe American HarpwarE CORPORATION $2 Successor 


en ee ey one NEW BRITAIN, CONN., U. S. A. 


DOMES OF SILENCE, INC. NEW YORK CHICAGO PHILADELPHIA 
21 Pearl Street New York City 
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COIL CHAINS 
(NM ANY PATTERN 
SIZE OR FINISH 


i 
% 


NBS, rats $4 A NE 











Stock the Hodell Line of chain specialties for 1929 and keep two 
jumps ahead on quality—start with a stock of these leading items. 


Hodell Sash Chain 


Stock Hodell No. 75 in handy bags of 100 
feet. Outlasts sash cord and runs smoothly 
over any pulley made for cord. 


Coil Chain on Reels 
Build your own coil chain display with 
the cases the chain is shipped in! On steel 
reels. that turn freely in their cases, 250 
and 500 feet on a reel. In any pattern, 
size or finish. 


Halter Chains 
Bulldog Halter Chains in 4% and 6 foot 
lengths, have swivel snaps, rings and 
toggles. Packed a half-dozen and dozen in 
strong carton with attractive label. 


SHS CHAR) PROVUSTS SC! 
3934 Cooper Ave. Established 1886 CLEVELAND, OHIO 


Coil Chain and Specialties 
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SHOWCARDER, INC. 
2332 University Avenue, St. Paul, Minn. 


HARDWARE AGE 


Start the New Yar B 


Make Your Own Show Cards 
with up-to-date equipment, 





headline your store, attract trade and 
have signs do your selling. The Show- 
carder is so simple that any clerk can operate 
it at once—more easily than writing a letter. 


Showcarders are in daily use in every state in 
the Union and in foreign countries all over the 
globe—a record attained in less than five 
years! Let us send you the comment of hun- 
dreds of merchants. They’ll tell you why 
they prefer the modern Showcarder method. 
Makes signs as big as a barn door or as small 
as a calling card—no limit. Yet it’s compact, 
speedy, convenient. It pays for itself a hun- 
dred times over in increased sales, in improved 
snappy windows—costs less than the week’s 
wages of an ordinary card writer. 


You’ll want to know why the Showcarder has 
gained so rapidly its leadership everywhere. 
We will send you full information gladly and 
give you some new ideas—not the slightest 
obligation. Just mail the coupon—today— 
lose no time in finding out what you ought to 
know. 


showcarder 


Patented March 16, 1926 
Sign the coupon—no obligation—mail today. 


Pree an unbelievably small sum, you can 


Please send complete information and prices on your 
Showcarder. 


for JANUARY 17, 1929 
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SCHMIDT HARDWARE 
CO. of Madison, Wisconsin, 
December 14, 1928 said: 


“The Showcarder does every- 
thing you claim for it. We 
could not now get along with- 
out it. We have shown it to 
several other merchants who 
we believe would be benefited 
by it. A sign service for one 
year cost us much more than 
the outfit and we never got 
more than three signs a 
month that we could use. 
This Showcarder is the best 
helper any merchant could 
have.”’ 


Instant accessibility—previous 
work in sight—modern letter- 
ing styles—mammoth capacity 
—low price—swift service— 
highest value of any equip- 
ment in your store — turns 
your stock faster-—makes every 
day a sales day! 


You needn’t fear competi- 
tion if you use 1929 meth- 
ods of merchandising—and 
that means include a Show- 
carder in your 1929 plans. 


ight 
f 


~— 





SHOWCARDER, INC. 


2332 University Ave., 


St. Paul, Minn. 








